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| Atlantic Bond! 


If the job calls for quality, it’s good business to “run” with 
ATLANTIC BOND! Here's why: 


ATLANTIC BOND is the genuinely watermarked, # 1 Sulphite 
Bond...first in its field in sales...first in performance! Better formed, 
better looking impressions “take” better 

on ATLANTIC BOND...look sharper, clearer. 


All this is possible because £ 
ATLANTIC BOND is made first for 


“runability”— which means smoother 
running always. And ATLANTIC BOND 
features moisture controlled dimensional 
stability and micromatically 

accurate trimming. 


Next time —and every time you 
have an “important” job, run 
it on ATLANTIC BOND! 


EASTERN 


Reproduction Plant, 
Sylvania Electric Products Inc. 


ATLANTIC BOND 
ATLANTIC DUPLICATOR 
ATLANTIC MIMEO 
ATLANTIC OFFSET 
MANIFEST BOND 


Preducts of Eastern Corporation + Mills in Bangor and Lincoln, Maine 
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Arthur Burdge 


SALUTE TO DMAA’S 
FIRST PERMANENT 
PRESIDENT 


HE SERIOUS LOOKING young fel- 
low on the cover... has a right 

to be serious. He faces a sobering 
challenge. His name is Arthur E 
Burdge 

On October 1, 1956, Arthur be- 
came the first permanent paid Presi- 
dent of Direet Mail Advertising As- 
sociation. During the past year, a 
committee headed by David Gold. 
wasser (Atlanta Envelope Co., At- 
lanta, Georgia) worked hard on a 
revision of an outdated Association 
Constitution. The members voted 
(by mail) overwhelmingly to approve 
the new Constitution which then took 
effect on the first day of the 39th 
Annual Convention 

The new Constitution puts the 
DMAA on an equality basis with 
many of the other large national As 
sociations connected with advertis- 
ing . such as AFA, NIAA, ANA 
and AAAA. Instead of having oper 
ations run by an Executive Secretary 
or Manager the year round acti- 
vities will be planned and supervised 
by a full time, paid executive Presi 
dent. The formerly elected (unpaid) 
President now becomes Chairman of 
the Board, The new type President 
takes on more responsibilities and re- 
lieves the former, part time, non-paid 
President of many time-consuming 
and thankless details 

During the last few months, the 
Board of the DMAA has searched for 
the best available top executive to fill 
this important job, George Kumage, 
formerly Executive Director, had de 
cided to retire for many personal 
reasons. He was not a candidate for 
the new position 

We think the Board made a wise 
choice. You'll hear much more about 
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iF YOU MISSED 
THE CONVENTION 


... let us bring the 
convention to you! 


atere teste... 
We gove away hundreds of these 
“idea Packs” at the DMAA Convention 
if you missed the Convention, or failed 
to stop by the Tension Booth for your 
big free “Welcome Envelope’ —this is 

your chance to get one 

i's jompocked with scores of ideas. 

Ovtstanding envelope samples, direct 

mail winners, packaging, systems 

Includes free copies of the brand new 

issve 6ECONOMIES 

“Motivation and Direct Mail”, and the 

famous ENVELOPE GUIDE 

Here in one handy, compact book 


Tension 


you'll have listed, for fingertip refer. 
ence, all standard envelope sizes, de 
scription of specialties and envelopes 
im stock Write today! Give us the 
opportunity of suggesting an “ATTEN. 
TION-GETTING” Envelope for you! 


TENSION ENVELOPE Corp. 
Campbell at 19th Street 
Kansas City 6, Mo 


New York 16. NY Des Moines |4, lowe 
Lows 10, Mo Konsas City Mo 
Minneapolis, Minn ft. Worth 12, Texas 


idea Pack a gat envelope full of 


envelope ideas ws the lotest lisse of 
ENVELOPE ECONOMIES Motivation 
aed Direct Mail end complimenter 
copy of temou NVELOPL 
GUIDE Mall coupen below! 
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Arthur Burdge in the months ahead 
but here is a quick rundown of 
his background: 


Arthur Burdge comes to the 
DMAA from a successfully handled 
position as Assistant to the Vice 
President of the Coca Cola Company 
‘in charge of bottle sales), where he 
started in March 1950. He has been 
responsible for developing food store 
promotions, for training personnel 
in major food chains and trade asso- 
ciations, for maintaining contacts 
with all important food chain stores 
and Associations. He has taken part 
in creating all sorts of promotional 
material, including sales aids, con- 
vention displays, training films, in- 
formation booklets, posters and di- 
rect mail. In other words, Arthur 
knows his way around the maze of 
intricate marketing paths. He ac- 
cepted the DMAA spot because he 
thought it was a bigger challenge and 
he also wanted to get his growing 
family back into the New York area. 

Arthur Burdge was born in Allen- 
wood, New Jersey on December 29, 
1918. but claims Point Pleasant 
as his native town. He was graduated 
from the Wharton School of the Uni- 
versity of Pennsylvania (B.S.E.) in 
1940. While at Penn he was active in 
Varsity lacrosse and editorial work 
on the Daily Pennsylvanian and Year- 
book. A member of Beta Theta Pi 
fraternity. 

After graduation, Arthur became a 
trainee at Young & Rubicam; studied 
retailing at Bamberger’s in Newark, 
\. J., delved into the training pro- 
gram at Time, Inc. But before all 
that... he had some eleven years of 
experience in a family retailing oper- 
ation, 

When World War Il came . . . the 
Navy called. From March 1942 to 
September 1946 Arthur served in 
many spots... principally in three 
Pacific theatres, and later as Stock 
Control Officer in Charleston, South 
Carolina. While in the Navy, he 
found his wife Marian (Mimi) in 
Berkley, California. On the day be- 
fore their first child was born, Arthur 
was stricken with polio. He spent one 
year in Warm Springs, Georgia and 
was finally released from Navy as a 
lieutenant commander. He won most 
of his fight for health but lost 
the partial use of the lower right leg. 

As soon as he was released from 
Warm Springs .. . he jumped into 
the battle of making a plac e in the 
business world. Became Public Re- 
lations Director of the Greater At- 
lanta Community Chest . . . conduct- 
ed clinics, trained solicitors, prepared 


campaign material. During part of 
this hitch and until 1952 he was an 
instructor in Marketing and Advertis- 
ing at Atlanta University in Atlanta, 
Georgia. Other activities included: 

President, Atlanta Advertising 
Club, 1951-52; Governor, 7th Dis- 
trict, Advertising Federation of Amer 
iea, 1954-55: Member Board of Di- 
rectors, Advertising Federation of 
America, 1954-55; Member, National 
Public Relations Committee, Com- 
munity Chests of America, 1949-50; 
Member, Alpha Delta Sigma (na- 
tional advertising fraternity) ; Mem- 
ber, Sigma Delta Chi (national 
Journalism fraternity} and Chairman, 
Publications Contest, International 
Council of Industrial Editors, 1949. 

In other words, this young fellow 
of 37 has a wonderful background 
for association management. He has 
touched nearly all fields in which 
direct mail plays an important part. 
He is an experienced and able ex- 
ecutive who can't be pushed around. 
He likes people all kinds of 
people. A good speaker with a 
seemingly unending stream of hum- 
orous stories. All members of the 
DMAA should enjoy their contacts 
with him .. . and profit by them. 

No use giving you his present ad- 
for by the time this ap- 
pears he will be moving his family 
to some spot in suburban New York. 
There are now four children: Katie 
11, Allan 7, Neal 5, Betsy 3. 

It will take Art and his family a 
little time to get acclimated . but 
he'll do it thoroughly and rapidly as 
is his custom. Let's all get behind him 

wish him well... give him sup- 
port and encouragement. It's a tough 


job... and he knows it, H. H. 


dress 


BATTERIES 
RECHARGED 


Dear Mr. Hoke: 


Each month you recharge my direct 
mail batteries—and well. But I am 
prompted to tell you that in my 
humble opinion your June issue was 
especially “high voitage.” | thought 
it was one of the best ever. 
Specifically, your “Some Plain Think- 
ing About Direct Mail” and Phil 
Sherman's well-done article left me 
glad to be a subseriber. 

Very truly yours, 

(Signed) L. Russell Blanchard 

Sales Promotion Manager 

The Paul Revere Life 

Insurance Company 

Worcester 8, Massachusetts 
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SCUTTLEBUTT 


se , The gist of conversation about this and that 
i with visitors to the Editor of The Reporter 


Garden City, New York 


October 1956 


CHANGED MY MIND 


about eliminating this column in October. Too many notes... so this is 
scuttlebutt on the road instead of on the porch. Also had a few items 
crowded out from last month. 


OUR SINCERE APOLOGIES... 


for some of the terrific typographical boners in the September pre- 
convention Reporter. I blew my top when first copy reached us by air 

mail in New Orleans. Called Garden City, and heard the explanation. . . 
which though logical didn't cure the headache or correct the mistakes. 

The September Reporter was a near catastrophe. First time it ever 
happened to us. Half way off press... the printer blew up. Labor and 
production problems. Couldn't finish job before convention. Only solution 
was to move to another printer. Trucks loaded half printed forms, locked 
chases, unlocked type, inserts and whatnot and delivered to new location. 
The new outfit performed a production miracle but the check-up on proof- 
reading went to pot entirely. Everybody thought somebody else had O.K.'d 
final forms. So we've been apologizing to a number of people for boners 

in their copy - such as putting Dave Harrington in the top POT in 

Donne lley's (instead of spot) and featuring Ed Mayer as 1953 Miles Kimball 
winner instead of 1952. But we are all set now .. . and the future promises 
to be brighter from a typographical standpoint. At least, nothing worse 
could ever happen to us (who are always criticizing everyone else for 
mistakes). 


BEAUTIFUL TRIP BY AIR 


frori Tampa ... to New Orleans on September 12th. Air Cargo Convention 
at Roosevelt quite an affair. A joint meeting of airline officials and the 
ground pickup and delivery truckers. Enjoyed hearing their problems, and 
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trying to give them some help on the direct mail part of them. New Orleans 
just as wonderful as when | first saw it twenty two years ago. Wore out my 
feet showing first-visit Kitty the sights of the Vieux Carre. Jules and Polly 
Paglin took us to Antoine's and late coffee spots to completely upset our 
usual sensible diet. Jules as full of pep and vinegar as ever. Still crusading 
for better direct mail, although he has retired from the retail field in favor 

of radio. Ed Monahan and wife Marie took us to Commanders (what food!) .. . 
and then showed us the parts of New Orleans the average visitor never sees. 
The fine homes in the Garden area, yacht club, new super highways and the 
cemeteries. Those cemeteries are out of this world (and that’s not a pun). 
Everything above ground. Ed Monahan filled us in on how New Orleans is 
growing industry-wise .. . and how direct mail is growing along with it. 

Big plans for the future. 


JIM PROUD, OF ADVERTISING FEDERATION OF AMERICA 


happened to be in town preceding a regional convention in Baton Rouge. 
Gave us a good chance to loaf around together and figure out what's wrong 
with the world in general and advertising in particular. We also did some 
serious investigating of some of the joints which keep convention delegates 
from being awake at early morning sessions. But the strippers aren't 
nearly as glamorous as they seemed to be twenty or so years ago. Age 
has its advantages... . and disadvantages. 


Left Kitty in Cincinnati and went on to Chicago to join Pete (Henry, Jr.) 
at Paper Trades Convention. Enjoyed attending the 6:A.M. breakfast of 
the Paper Makers Advertising Club headed by George M. Robinson of 
Mohawk Paper Mills, Inc. Everybody wide awake. Couldn't help thinking 

of earlier conventions when some of the sare fellows around the tables 

didn't get over celebrations until that hour. Charles E. Garvin of 

J. Walter Thompson gave a fascinating account of how Ford is using direct 
mail in a smashing ‘‘new look'' way. And how his advertising agency feels 
about direct mail. A comfortable feeling after the long hard years of fighting 
for direct mail's recognition. 


ENJOYED ALL THE VARIOUS CONFABS, LUNCHEONS, DINNERS, etc... . 


with such as Roger Clapp, Fred May, Tad Meyer, Bob Delay and many 
others. Then to Appleton, Wisconsin for a day of sightseeing and visiting 
with Dick Mahony, Gene Colvin, Paul Truttschel, Bill Johnston at Appleton 
Coated Paper. Toured the mill and saw the rainbow-style operation of 
putting different color-coatings on each side of the rolls of paper. Took 
time off to run down to Oshkosh to visit all the folks and have lunch at 
Miles Kimball. A fine monument to the early foresight of the late and 
still lamented Miles. An evening talk at the Fox River Valley Ad Clubs 
first fall meeting. The usual stuff... plain thinking. Still corny, but 
folks seem to need the basic fundamentals. 


A rough sleepless night's ride back to Chicago for the Mutual Fund 
Convention at the Palmer House (sponsored by Investment Dealers 
Digest). Only two short hours to get freshened up and ready to appear 
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before a thousand security brokers. Had anticipated a stuffed-shirt 
audience, but I've never had such a friendly, kindly or more cooperative 
and enthusiastic bunch of students for plain thinking. They roared over 
their mistakes in letter writing. Perhaps it was because old-timer 

Ray Trigger set the right tone. He's one of the best program chairmen 
I've ever seen in action. Gave me a perfect introduction. . . and paved 
the way for better understanding. 


COMING DOWN ON THE TRAIN FROM APPLETON ... 


I was trying to dope out a good definition of *‘Mutual Funds.’ What are 
they (or it)? The letters and folders | had read didn't make it very clear. 
I could see that many of the writers didn't understand direct mail tech- 
niques .. . just as they couldn't describe clearly what they are selling. 
How could | define or explain direct mail in simple terms if they couldn't 
define their own business in simple terms? The DMAA definition of 
direct mail is too complicated and high hat. So, | worked out a simpler 
one. Some of you should like to have it: ‘Direct Mail is ANY THING 
which you write, process and put in the mail for the purpose of bringing 
about a friendly and/or profitable relationship between you and some other 
person or persons.’' That should be simple enough, It covers anything 
from a handwritten postcard to a multimillion mailing. It emphasizes 


that even one letter is important. 


A rush to pack-up in the familiar Morrison surroundings (jammed as 
usual with conventioneers). A short flight to Columbus to rejoin Kitty... 
visit her folks plus Reid Vance of Ohio Printers Federation and Johnny 
Reay of Braden-Sutphin Ink Co. and others. A late Sunday evening train to 
New York where we arrived on the 24th. . . twelve picture-filled days 
after pulling away from the front porch in Clearwater. Seems longer ago 
than that. 


FROM HERE ON .. .IT WILL BE A ROUND OF MEETINGS, 


You can pick us up again in this issue's Convention Report. . . if we 


have any energy left after getting out three issues of a Convention 
Daily. Now .. . let's include a few iterms crowded out from September, 


but still worth noting: 


A DANGEROUS SUBJECT... 


always pops up... in any Florida front porch scuttlebutt. I don't like to 
argue with friends about religion or politics and this one comes close to 
both. Florida became the scene during the summer of a travesty which 
must have furnished comfort and amusement to the Communist world. 

A special 20-day session of the legislature was called by the governor 

to consider new laws to ‘‘get around"’ the decisions of the Supreme Court 
concerning segregation. The laws were hurriedly rushed through. Only 
one member of the legislature had the courage to question their con- 
stitutionality or their morality. A movement was immediately started 

to have him thrown out of the legislature. 


I sornetimes think that author S. 1. Hayakawa might be helpful if he could 
give the hothead legislators and their befuddled constituents some lessons 
in sernantics. Substitute justice and injustice for desegregation and 
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segregation and the picture might be changed. We've heard the most 
astounding argurnents. One sincere visitor was firmly convinced that 

the Suprermne Court had taken on the functions of Congress and was passing 
its own laws. It required a call to the St, Petersburg Times library to 
convince the visitor that the Supreme Court only acted on the con- 
stitutionality of actual cases carried to it through the lower courts. 

Of course, we've heard all the stories about white supremacy, impure 
blood, mixed marriages, etc., etc., forever. The KKK is distributing 
pamphiets ... burning crosses. 


We don't know what the answer is or will be. It will take time. But we 

sure are making monkeys of ourselves before the world. Here we are, 

trying to sell democracy, our way of life, to other people (a large majority 
of which are not entirely white and we put on a face of hatred, intolerance, 
prejudice and disregard of the very constitution which insured our democracy. 


Thank fortune there are a few sane and courageous voices. The editors of 
the St, Petersburg Times speak out frankly against the efforts to dis- 
regard the Supreme Court. They urge that it is better to work together 

to find an eventual solution. More and more people are getting over that 
fear of speaking out.! liked an iterm in Tom Dreier's house magazine 

The Vagabond: 

**The Famous South African novelist and world-traveler, Stuart Cloete, 
makes this statement: ‘The mean whites, or poor whites of South Africa 
and the West Indies, are the real nigger-haters, since their whiteness is 
the straw to which they must cling to keep themselves afloat. Having 
nothing ‘but their lack of pigmentation, they base their superiority upon 

it. 


That applies with equal truth to white people in our own country. Their 
opposition to Negroes is one manifestation of their mental and moral 
insecurity.*’ 


And house magazine editor, George Kinter, came across with a good line: 
‘‘A person who talks about his inferiors hasn't any.’ Why should this 
dangerous subject be discussed here? It's simple. Long years ago, 
**Cordial Contact’’ Jack Carr told me that he could tell whether or not 

a person could write good direct mail copy. . . just by talking. If the 
person talked to had violent prejudices against Catholics, Jews, Negroes, 
Indians, Englishmen or any segment of humanity, Jack wiped him off as a 
potential copywriter. He couldn't think straight. Jack Smith said 
practically the same thing on the front porch several months ago. 


If you want to succeed in direct mail .. . you must like and/or respect 
people. And people means everybody. Period. 


NOW IT CAN BE TOLD. We will be having some famous neighbors when 
November |, 1956, rolls around. Max and Sallie (Wier) Sackheim have 
bought a beautiful home at 401 Palm Drive, in Harbor Bluffs, Largo, 
Florida, and will be living there most of the year .. . just about six blocks 
from the Hokes, who are on the last street in Belleair adjoining Largo. 
There will sure be a lot of mail order conversations when that happens 

in spite of the fact that hotel-living Sallie will have to learn to cook and 
Max will tackle the strange chore of gardening. 


When Jack and Boody Smith get down in December, we'll start a direct 
mailclub.. . no constitution, no officers, no dues, no speeches, no 
regular meetings. 
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The printed word lasts. 


In print and paper, America’s voice 


stays loud, clear...and free! 


INTERNATIONAL PAPER 


PRINTED BY OF FSET LITHOGRAPHY ON 
TICONDEROGA OFFSET 60 LB BASIS 
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Other fine quality Mill Brand 


printing papers by International 


Printed by offeet lithography on 
Ticonderoga Offset, Basis BO. 


TICONDEROGA OFFSET 


A PROVEN OFFSET PAPER INA 
NEW, SPARKLING BLUE-WHITE 


Press performance and fine appearance have always 
characterized Ticonderoga Offset, favorite with lithographers 
and paper buyers. Now in a new improved blue-white to further 
enhance faithful reproduction, Ticonderoga Offset gives plus 
value... at low cost. In standard sizes and five weights. 


sold by leading paper merchants. Six fancy finishes to order. 


ADIRONDACK BOND 

ADIRONDACK LEDGER 

BEESWING MANIFOLD 
INTERNATIONAL DUPLICATOR PAPER 
INTERNATIONAL MIMEO SCRIPT 
INTERNATIONAL Ti-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 

SPRINGHILL COLORED INDEX 
SPRINGHILL PosT CARD 
SPRINGHILL WHITE and MANILA TAG 
SPRINGHILL VELLUM-BRISTOL 
TICONDEROGA BOOK 
TICONDEROGA TEXT 

TICONDEROGA TEXT, Coverweight 
LOUISIANA COLORED TAG 

Oris BrisToL 

HUDSON GLOSS 

HUDSON BOOK 

HUDSON COVER, CIS 

HUDSON LABEL, CIS 

HUDSON LITHO, CIS 

CHAMPLAIN COVER, CIS 
CHAMPLAIN LABEL, CIS 

CHAMPLAIN LITHO, CIS 

Empire BOOK 

WINN BOOK also CONVERTING PAPERS 


Buternational Uy, PCT 


FINE PAPER AND BLEACHED BOARD Division 


220 Cast 4204 Street, New VYort 
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Ik YOUt HAD ANY TROUBLE 
finding your way around New York 
City during the DMAA Convention, 
write to The Displayers, Inc., & Robert 
Kayton Associates, Inc and ask them 
for a copy of their “Easy Street Finder” 
The exhibit and point-of-purchase dis- 
play builders created the ingenious 
Street Finder” as an announcement of 
ther new address. It's a small folder 
with slide charts which instantly locate 
any address in the city. Made a wonder 
ful change-of-address announcement for 
Displayers & Kayton 
come in handy next time you visit New 
York. You can get a free copy by writ 
ing to D & K at their new address: 635 
W. S4th St.. New York 19, N. Y 


and should 
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HERE'S ANOTHER CLEVER AN.- 
NOUNCEMENT which caught our eye 
this month.It was a colorful &-pager 
with the die-cut first page shown here 
Looked like the sender had a bouncing 
baby boy but page 2 told us “No!” 
“Then It's A Girl!” said page 3 but 
page 4 answered “Nope!” Rest of the 
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announcement revealed that the blessed 


event was a new Harris-Seybold two- 
color 42” x 58” lithographic press 
just installed at James Gray, Inc., 216 
E. 45th St.. New York 17, N. Y. The 
proud parents offered this maternal ad- 
vice: “When you're expecting top-notch 
services in any requirement for litho 
graphy, letterpress printing and mailing 
look to James Gray, Inc. for de 
pendable delivery.” 
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We welcome your direct mail ideas and news items for this deportment. Send all moterial to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 


OUTDOOR ADVERTISING GETS 
“PHENOMENAL” RESULTS from 
direct mail. The N. Y. branch of Gen 
eral Outdoor Advertising Co. sent this 
miniature outdoor poster to advertising 
inviting them to take 
a ride to see GOA's new New York out 


executives 


door locations. Out of 139 invitations 
mailed, 80 executives have used the en 
closed tickets to take the ride. Results 
are still coming in, and more ad men 
have indicated they will ride the showing 
in the near future, GOA estimates it will 


take six weeks to accommodate everyone 


who wants to take the ride. Branch sales 
manager William Elliott said the mini 
ature panel was the first gadget mailing 
used by GOA in New York. Said his 
sales staff: “Its phenomenal!” 
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JUST HOW MUCH does the list con- 
tribute to the success of any given mail 
ing campaign’? An informative booklet 
from McGraw-Hill’s Direct Mail Div. says 
“It's an established fact that accurate 
lists contribute between 70% and 80% 
to the success of any given mailing cam 
paign.” Stressing the importance of ac 
curacy in building and maintaining lists, 
the booklet reveals some interesting Mc 
Graw Hill-figures. McGraw-Hill circula- 
tion records from 1941 to 1955, for ex 
ample, show that out of every 1,000 key 
men in industry, each year 315 of them 
are replaced for one reason or another 
62 change titles in the same company, 
144 shift to different locations. Also, 
between 4,000 and 5,000 firms go out 
of business or change addresses every 
day. The booklet shows how McGraw 


Everything 


comes to him 
who hustles 


while he waits. 


The card in Reply-O- 
Letter “hustles” while 
the letter waits. It’s 
always there, built-in, 
prodding and remind- 
ing the reader that he 
can mail it without 
postage, without even 
signing his name. 


That it works, have no 
doubt. Else why would 
Reply-O-Letter be so 
widely imitated? 


But no one can imitate 
the hustling, bustling 
Reply-O creative organ- 
ization with 23 years of 
copy and art know-how 
to place at your dis- 
posal without a penny 
of cost to you. 


If you have a continu- 
ing need for direct mail, 
try this unbeatable 
combination for your 
next mailing. 


organizations in every fieid 


WEW YORK LIFE INSURANCE COMPANY 
KLM-ROYAL DUTCH AIRLINES 
HARVARD BUSINESS REVIEW 
AMERICAN BRASS COMPANY 

GRANT STORES 
PRENTICE-HALL 
CANCER CARE 


reply-o-letter 


7 CENTRAL PARK WEST 
WEW YORK 23, HY. 
CIRCLE Sette 


Sates Offeces 
BOSTON CHICAGO + CLEVELAND OL TRON! TORONTO 
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That little extra 


can make the difference 


Just as in politics, an advertiser must keep one step ahead 
of his competition (opponent). That is why 

Cupples Personalized envelopes are vital to your 

direct mail advertising campaign. Cupples Personalized 
envelopes hove that little extra that 


invites visual response to your mailings. Our art 


department is ready to prepare ideas for your next 


envelope mailings. Why not call us now? 


upples 


envelope co,, inc. 
360 Furman Street, Brooklyn 1, New York 
TRiangle 53-6285 


OTHER OFFICES. BOSTON WASHINGTON PHILADELPHIA 


Hill keeps tabs on all the movement 
maintaining their lists to an accuracy 
of 95%. You can get a copy by writing 
to M-H at 330 West 42nd St., New York 
N.Y 
eee 


MAILABLE 3-D FILM STRIPS 
(with folding viewers) are being used by 
Tom Noble, chairman of Advertising 
Trades Institute, to sell exhibit space for 
his upcoming Ad Essentials Show in 
New York next month. Mailed to pros- 
pective exhibitors in a 4° x%9'2" en 
velope, the film strip shows full color 
pictures of exhibits and traffic at pre- 
vious ATI shows. it's been reported that 
this is the first time a trade show has 
used the mailable film strip and viewer 
as a selling device. “We are practicing 
what we preach,” says Noble, “by adapt 
ing a new sales aid idea.” To see how the 
film strip sales campaign worked, write 
to ATI at 270 Park Ave., N. Y. C. for 
a free ticket then attend the show at 
the Hotel Statler on November 19-21 
eee 
DIRECT MAIL EDUCATION took 
another giant step forward this summer 

with the successful 2nd Direct Mail 
Advertising Management Institute held 
at the University of Illinois, Urbana, Ill 
Through its Bureau of Management, and 
in cooperation with the DMAA, the uni 
versity’s week-long course helped train 
business, industrial and advertising ex 
ecutives in many phases of direct mail 


Instructors included Orville E. Reed, 
Edward N. Mayer, Jr., George Cullinan, 
Elon Borton and Paul J. Bringe. The 
variety of conferees (pictured here) in 
cluded a college president, a Wisconsin 
cheese processor, publishers, advertising 
agency executives, an electrical engineer 
retailers, manufacturers, etc. All reported 
the Institute was “excellent” as an idea 
producer for better management and pro- 
motion planning 
“ee 

AND NOW THERE'S EVEN MORE 
direct mail education underway in Illi- 
nois. Locale is Chicago . where the 
Chicago Federated Advertising Club and 
Women's Advertising Club of Chicago 
are jointly sponsoring an cight-week di 
rect mail clinic at Lyon & Healy Hall 
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Advertisement: 


Direct Mail The Stepchild 
Your Advertising Program? 


By Maxwell Sackheim 


Too frequently, we have found, Direct Mail does not receive the 
attention it deserves — from advertisers themselves, or from advertising 
agencies. 

Direct Mail is a lot of work — and perhaps it is human to avoid it as 
much as possible. Hence, too often it has become the stepchild of adver- 
tising programs. 

We believe Direct Mail advertising deserves as careful planning 
and preparation as does any other type of advertising — and frequently 
even more. 
We believe Direct Mail advertising should be compensated for in 
proportion to the results it produces, instead of on a fee basis which may 
or may not be equitable. 

We believe our plan of compensation is fair to our clients and to 
ourselves: three dollars per thousand, with a minimum guarantee of 
$300 regardless of how few are mailed. This places our services in the 
same category as any other element which must prove its value or be 
eliminated. 
Whether you want orders or inquiries here is an opportunity to test 

- at small cost — the skill of an advertising agency which has specialized 
in mail order and Direct Mail advertising for many years. 

Send us your typical mailings for our examination and comments, 
without obligation. 


Maxwell Seckheim & Co., inc. 
MAXWELL SACKHEIM & CO., INC. | Madison Ave., New York 22, W.¥, 
Enclosed are some of our typical mailings, Without 
545 Madison Ave., New York 22 1 obligation on our part we would like to have you go over 
. 1 them and advise usof what you think you can do for us 
Telephone: Plaza 1-3151 
Position 
MEMBER: 
American Association of Advertising Agencies 
Direct Mail Advertiaing Association 
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DIRECT MAIL 


Textiles, like other goods, require sound, sensibly planned 
advertising to attain marketing success. For Stillwater 
Worsted Mills, Inc. . . . basic fabric manufacturers . . . direct 
mail advertising created by the Hickey Murphy Division of 
James Gray, Inc. sews up the business. 


Hickey Murphy knows who the prospects are, where to find 
them, and how to hit them hard with effective direct mail. 


This same sales-building direct mail service can work for 
you. Send today for your free copy of How To Put Action 
Into Your Direct Mail — and ask to see the case history file. 


HICKEY MURPHY 216 East 45th Street 
division of New York 17, N. Y. 
JAMES GRAY INC. MUrray Hill 2-9000 


Uackson Blvd. & Wabash). Tithed “Pat 
terns In Direct Mail”, weekly Wednesday 
evening sessions are covering everything 
from direct mail fundamentals to selling 
managemem. First session began on Sept. 
26. For complete information on remain- 
ing sessions and their top-notch instruct 
ors, write to CFAC-Advertising Work- 
shop, 139 N. Clark St., Chicago, Il 


eee 


AIRLINE TICKETS BY MAIL is 
the result of a new ticketing system 
adopted last month by the nation’s 
scheduied airlines. Under the system, 
domestic airline passengers who make 
advance registrations are required to get 
tickets in advance of departure, or for 
feit the registration. American Airlines’ 
vice president of sales, Charles R. Spears, 
announced a number of procedures 
aimed at getting tickets to American 
passengers quickly and conveniently 
Tickets by Mail heads the list. By send 
ing in a check or money order, the 
ticket will be sent by return mail, either 
to home or office, as the passenger 
directs. Other airlines are expected to 
follow suit with mail order ticket de 
livery 


“MORE RESULTS FROM VOGUE” 
was the theme of a beautiful promotion 
folder from Vogue magazine, 420 Lex 
ington Ave., New York 17, N. Y. The 
high-fashion, modern design piece told the 
story of a mailing list sent by Lenore 
Smith's specialty shop (San Luis Obispo 
Calif.) to nearly 800 customers an 
nouncing the shop's tie-in with Vogue's 
California Blonds” story (in which 
Smith's shop was listed). The Vogue 
promotion quoted a letter they received 
from Smith reporting “excellent results 
Incidentally, letter writing expert John 
P. Riebel spotted the dynamic Vogue 
promotion and has received the mag- 
azine’s permission to include it in his 
forthcoming book. Good treatment of a 
testimonial 

“ee 

BUSINESSMEN’S DIGEST the 
name of a new magazine for young busi- 
ness executives. Published by the New 
York State Junior Chamber of Com 
merce, the magazine will digest material 
from leading business publications in 
many fields. Sherwood F. Gordon, for- 
mer president of the Cortland (N.Y.) 
Junior Chamber and now vice-president 
of the State C. of C., will do the editing 
Businessmen's Digest will be published 
on a non-profit basis, with returns from 
subscription sales ($5.50 per year, pub 
lished monthly) goime to the Junior 
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Chamber to their many pro 


support 
youre interested im 
ing. the address is P. O. Box 141 


land, N. ¥ 


subserib 


Cort 


pects if 
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INEXPENSIVE 
STRIPPING TABLE is 
to smaller printing plants and lettershops 

at the low price of $185.00. The 
23” x 34” table tilts from flat to a W 
lighted by 


LAYOUT & 


available 


now 


angle, with translucent top 


tubes. A litho ruling 


and stripping table attachment which fits 


strong fluorescent 
on the table is also available as optional 
equipment For complete information 
write to Herb Blomquist at Zarkin Ma 
34-19th 10th St 


N. ¥ 


chine Co., Inc Long 


Island City 6 


eee 


A GOOD DIRECT MAIL DEMON. 
STRATION was 
troduce a new plastic hardboard called 
Barclay 
Bare 


their new 


used recently to in 


Barcwood to the furniture trade 
Mfg. Co. of N. YA 


wood, wanted to show 


makers of 
how 

silicone coating could absorb punish 

ment, resist scratching and marring 

so they 


protected 


mailed samples completely un 

accompanied only by an at 
tached address tag. Barclay reports many 
furniture men, impressed with Barcwood's 
staying power after bouncing around in 
the mails, are 


sending in requests for 


more information. The campaign will 
continue with follow up letters based on 
the sample demon 


mailings dramatic 


stration 


“NAME DROPPING” 
good peg for a 


usually a 


approach 
mention of important cus 


direct mail 
Testimonials 
can create a favorable im 


pression. But Mastic Tile Corp. of Amer 


tomers, etc 


ica pulled a clever switch in a recent 


mailing to floor covering distributors 


dealers and consumers. A_ two-color 
folder promoting their Matico tile floor 
ing showcased Matico's 
of suppliers. Reproducing the trade marks 
of Dow Chemical Co States 
Gypsum, Celanese Corp. of America and 


other suppliers, the 


impressive list 
United 


blue-chip folder 


OCTOBER, 1956 


that’s why she bh work 
on NEKOOSA LEDGER 


Nekoosa Ledger is No. 1 on the paper parade with most 


hookkeepers! Its scientifically selected colors eliminate eye 
“built-in” 


and tear that results from constant handling and machine 


strain-—and its strength withstands the wear 


use. With special finishes for pen, pencil or machine, you'll 


work better on Nekoosa Ledger-—one of the complete line 


of Nekoosa Papers for every office and every office need. 


Nekoossa Bond © WNekooss Ledger © WNetooss Duplicator 
Nekooss Mimeo Nekooss Manifold Nekooss vet 
Nekooss Mester-Lucent WNekooss Opaque 
and compamon APDOR Papers 


NEKOOSA-EOWAROS PAPER 


PAPERS 


WISCONSIN 


COMPANY @ PORT EOWARDS 


a SO easy On the eyes... a. 
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THE MAGIC OF NEUTRACEL 


Neutracel: the newest reason why Hammermill Bond 
prints better, types better, looks better 


Now hardwood’s finer fibers help 


Hammermill Bond fold more neatly 


AVE YOU seen the new Hammermill 
| | Bond’ From the crispness of the 
letterhead, the sharpness of the typing, 
to the final, neater folding of the letter, 
you ll see qualities you like to have in 
your ofhee stationery and business forms. 


New printing methods and new office 
equipment created the demand for 
apecihe paper qualities best obtained 
by blending different papermaking 
fibers. Now with the exclusive proe- 
ess that produces Neutracel® pulp, 
Hammermill has unlocked the special 
papermaking qualities that nature 
grows in northern hardwoods 

The new Hammermill Bond, made 
from Neutracel and other bright, sturdy 
pulps, folds more easily and neatly. 
That's true because Neutracel helps the 
blend of fibers knit together more 
closely and evenly. The result is a 
clearer, more attractive formation —a 
smoother, velvety surface. You get better 
printing, typing, writing and carbon 
copies, And, Neutracel imparts greater 
opacity and bulk to make your letters 
more impressive 


Only a few months ago, Hammermill- 
invented centrifugal cleaners were in- 


stalled to make Hammermill papers 
cleaner than ever before. To that im- 
portant development, we now add 
Neutracel, a $6,000,000 step forward 
to bring you Hammermill Bond that 
1) prints better; 2) types better; 3) looks 
better, Ask your printer to show you 
samples. Hammermill Paper Company, 
Erie 6, Pennsylvania. = 


Printers everyahere ase Hammermill 


papers. Many display this shield. Re 


with Neutracel's finer fibers, costs no more 


pointed out that “The quality of any 
product depends to a large extent upon 
the raw materials which go into it. Raw 
materials used in the manufacture of 
Matico tile flooring are supplied by lead- 
ing companies whose emphasis on quality 
is equal to Matico’s.” Supplier name 
dropping presents convincing evidence of 
Matico’s own quality 
eee 
BLILDING IDEAS” a 
being distributed by 
Linton Brothers A Co., Fitchburg 6, 
Mass. Attractively printed in autumn 
colors, the kit contains a wide range of 
commercial specimens produced by let- 
terpress and offset. Collection includes 
die-cuts, folders, order cards, tent 
cards, poimt of pieces, etc. Eight 
good examples to spark your 
own. You can get a free copy by writ- 
ing to Roger Clapp at Linton 


| “SALES 
new sampling kit 


mail 
sale 
ideas of 


14 TOP-DESIGN LETTERHEADS 
are sampled in the new edition of Gilbert 
Paper Co.'s “Letterheads of the 
Selections were from entries in a 
continuing design contest 


Year 
made 
sponsored by 


lith- 
ographed samples produced by printers 
for commercial use. Each one ts accom- 
panied by a design analysis and identifi- 
cation of type elements 


Gilbert. All letterheads are actual 


You can get a 
copy of “Letterheads of the Year” by 
writing to Gilbert Paper Co. in Menasha, 
Wisconsin 


eee 


REPEAT BUSINESS 


portant (but sometimes neglected) factor 


is a very im- 
for continuing sales success. A recent case 


history promotion from Direct Advertis 
ing Co. (4891 Sherbrooke St... W.. West- 
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D’you recall this ad? 


It announced the new U.S.E. Columbian” First 
Class Mailer — a form accepted by the Post 
Office to insure prompt handling of large flot 
mailings sent First Class. 


POSTAL BULLETIN 


INSTRUCTIONS FOR POSTAL EMPLOVEES 


asthington 25, D. C., Tuesday, May 22, 1956—Three Pag 


All Post Offices 


Delay to Large Flat Addre 
First-Class Mail 


Large flat first-class mail is some- 
times delayed because it becomes 
mixed with third-class matter and is 
not immediately detected. Some 
mailers are using an envelope having 
a green diamond design around the 
border, together with the inscription 
First Class Mail in bold type in the 
upper right corner of the address side 
directly below the space for postage 
stamps, which assists in quickly iden- 
tifying the mail for handling pur- Bus 
The use of these envelopes 
s been approved. 
Employees should be on the alert = / 
to detect first-class mail and see that Rate fi 
it receives prompt handling and dis- are ve 
patch. Watch for large first-class ; 
flat pieces mixed with third- and 
fourth-class mail. If a mailer regu- 
larly mixes first class with other mail, 
wanes that he keep the first-class | 
mail separate to avoid mishandling 
and expedite its delivery. 
(Bureau of Post Office Operation) 


The Post Office is ready 


to make sure that these First Class Mailers go 
through on time. 


. 


The Envelopes are ready 


~ U.S.E. Columbian First Class Mailer 9” x 12”, 
92" x 12%” and 10” x 13” in stock and other 
sizes to order; also U.S.E. Dubl-Grip” Self-Seal” 
in several sizes to order. 


Everything’s ready for you 


to make full use of this new safeguard for your 
flat and bulky First Class Mail matter. Ask your 
U.S.E. envelope supplier for samples or write to Ad- 
vertising Dept., United States Envelope Company. 


Lets $0! 


UNITED STATES ENVELOPE 


General Offices: Springfield 2, Mass. Fifteen Divisions from Coast to Coast 
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mount, Canada) shows why it’s profitable 
FS FFF FFF FFFFFER to ‘keep customers coming back time 
y) after time™. One of DA's clients in Mon- 


“ treal, Latimer Sales, Lid. (Ford-Monarch 
 CELANESE... 


dealers), has conducted a series of reg- 
ular mailings to their customers every 
had a new material... Fortisan® 36 yearn... for elec- 
trical insulating. Problem was to send a direct mail piece 


month for the past five years. Some 
pieces promote specific services, others 
only to those companies who manufactured electrical 
coils. They called .., 


feature personalities or timely tips on 
car care. All are designed to promote 
Latimer goodwill and build a steady 
DUNHILL, who put its 25 years of market research flow of business for Latimer’s Service 
experience to work and developed a “Market Plan’. 
Then reaching into its vast sources of information 
compiled the mailing lists 


Dept. Result: Service volume has grown 
steadily within the past five years to a 
point where facilities have now been 
doubled to meet the increase! service 
Celanese reached the specific Coil Manufacturers they demand 
wanted... Mailing successful. 


eee 


| A GOOD MORAL to the above Short 
Note is found in a piece of copy written 
by Orville (Bus) Reed . . for a self- 
promotion series from the John Henry 
Co. (advertising), 404 E. Michigan St., 
Lansing 4, Mich. One of the folders in 
the series banged home the point that 
“Your customers are your competitors’ 


Next time you are about to purchase a list, be sure you 
reach your entire market. To be sure, put DUNHILL’S 
market know-how to work for you. Ask us to develop a 
“Market Plan” for you. There is no charge or obliga- 
tion for this service. 


Call .. 


DUNHILL 


>> >> >>> 


INTERNATIONAL LIST COMPANY, INC. best prospects,” and “It's easier to keep 

Market Planners + Mailing List Compilers customers than to revive inactive ac- 

565 Fifth Avenue, New York 17, New York PL 3-0833 
55 East Washington Street, Chicago 2, Ill. DE 2-0580 


counts.” Orville’s copy contained this sage 
advice: “The ‘forgotten man’ in most 
sales and advertising campaigns is the cus 
. . tomer now on the books. You've got him 
Send for a copy of Dunhill’s 1956 Mailing List Catalog or 20 you Gish. Se you extend mest 
of your effort getting ‘new business’ and 
leave it up to your salesmen to keep pres- 
ent customers satisfied. While you're tak- 
ing your customers for granted, your 
competitors are trying to sell him. So part 
of your job is to keep present customers 
sold. Be sure that each of your customers 
knows how much you appreciate his busi- 

4 ness, how hard you're working to keep it 
when your job gets stuck .. . because it’s easier to keep a customer 
on that proverbial truck... sold on you than it is to bring him back 


IT's TYME FOR A CHANGE after he has left you and bought from 


your competitor.” Amen 
Want deliveries on time 
instead of a stall? ded 


You Ill do well 
to give us a coll. | MERGERS & MOVES DEPT. Ad- 
dressograph-Multigraph Corp., Cleveland, 
Psst! Get an AdverKit! yme LETTER SERVICE CORP. Ohio, has acquired all the capital stock 
43 10m of Ralph C. Coxhead Corp., Newark, 
Plan colorful A COMPLETE DIRECT MAIL SERVICE N. J. Sales of Coxhead Vari-Typers, 
samples 
; tinue to be marketed through domestic 
Planned Circulation, one of the top list 


Jumbo Cards, Flash Bulletins, Certoon 
Letterheads, Eye-Stopper Envelopes, and Direct Mail and Mail Order brokerage firms, has merged with Pro- 


Gimmick Mailings C 0 oO Y motions by Mail, creative direct mail or- 
All AdverKit items created and pre-printed ganization. Both firms will operate from 


by Americon Mail Advertsing. Your sales their present New York City headquar- 
message easily edded vsing any office © thet mokes BUYERS wont ters: Planned Circulation at 19 W. 44th 


Capea to do Business with you St., Promotions by Mail at 299 Madison 
Mall 98.60 fer your Advert Ave . Mail Advertising Corp. of Chi- 
on fret order All details handled by mail cago is opening a new eastern office at 
$27 Madison Avenue, N. Y. C. Jack 

AMERICAN MAIL ADVERTISING ORVILLE E. REED Glascott will be MAC's key man in 
: NOWELL, MICHIGAN New York . and OMS Mail Advertis- 


INCORPORATEO of tus OMAA Best of industry 
610 Newbury Street, Boston 15. Mass. Editor of IMP, “The world’s smotlest 


Tel 6.7540 ho 
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Baker’s (count ’em) Dozen! 


You're looking at Howarp’s famous 
“dozen.” Twelve topping colors plus 
whitest white. Thirteen wonderful 
ways to brighten up business print- 
ing of all kinds 

Business forms, for example 


They're crisp and clear on any one 


HOWARD PAPER MILLS, 


INC. 


of these clean Howarp Bonp colors 
Color identifies at a glance for faster 
handling, routing and filing 

Other good examples? Catalogs, 
price lists and the like. Put them 
on Howarp Bonp and get two- 


color effect at one-color printing 


cost. Or take this tip from the 
thousands who've tried it: put your 
letterhead on Howarp colors, too. 

Samples show Howarp’'s “dozen” 
much better than cupcakes. If you'd 
like to see them, your printer or paper 


merchant will come when you call 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard Bond 


Companion Lines: Howard Ledger + Howard Mimeograph 


Printed on 


“The Nation's 


Maawell Offset 


Bans 80 


Business Paper” 


Howard Writing + Howard Posting Ledger 


W 
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Howard Paper Mills, Inc. / MAXWELL PAPER COMPANY DIVISION / Franklin, Ohio 


We'd be pleased to send you samples 
of our seven finishes and two tints 


Printed on Maxwell Offset — Basis 80—Wove finish 


ey 
ps, 


ing now occupies larger quarters at 25 
Buick St., Boston. The move marks the 
fourth expansion step for the Boston 
direct mail firm since it began service 
operations in 1940 
see 
ANOTHER GOOD REMINDER that 
friendly contact pays off is seen in the 
experience of the Ball Clinic, Excelsior 
Springs, Mo. Writes advertising manager 
1. G. Manheim Shortly before last 
Christmas, as a public relations activity 
the enclosed greeting was “broadsided 


to our former patients (38° of our busi 


ness depends upon the goodwill of our 
former patients). There is probably noth 
ing original about this piece (see photo 
of illustrated letter, signed on both sides 
by all Ball Clinic employees), yet we 
have enjoyed outstanding response both 
through letter acknowledgement and re- 
ferred business.” A good idea for Christ- 
mas greetings let your customers 
know that all your employees are think 
ing about them 

eee 


LOOKING FOR BLOTTER IDEAS? 
Ask your printer to get you a copy of 
Sorg’s Sales Blotter Sampler (or write 
directly to Sorg Paper Co., Middletown, 
Ohio). The sampler will give you a care 
fully selected collection of effective sales 
blotters taken from printer's regular press 
runs. Sorg presents the samples in a 
handy portfolio listing how each was 
printed, etc. The Sorg Sales Blotter 
Sampler is issued periodically show 
casing some of the best blotters being 
created 

_ 

eee 
}) HOW OFTEN can you mail the same 
item (offer) to the same list? Some inter- 
esting information on this mail order 


(Continued 
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There’s only 
One 
DICKIE- 
RAYMOND 


DIRECT ADVERTISING 
and 
SALES PROMOTION 


for 35 Years 

Planning 

Writing 
Production 


470 ATLANTIC AVENUE 
BOSTON 
225 PAKK AVENUE 
NEW YORK 


te 
World’s Most Distinctive 
Christmas Cards 


Discriminating selection. Printed in 
Europe and U.S.A, Letterpress and 
lithography. Up to six colors. De- 
signed by Francois, Searle, Hoffnung, 
Piatti, Greider, Renfro, Diamond, 
Anderson, DePol, etc. 

Write for samples. 


VOLK CORPORATION 


Pleasantville 24, New Jersey 


Over 1,000 
Shop Owners 
Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 
18120 James Couzens Hghy. 

Detroit 35, Michigan 
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When you need a broker ‘ 
who will treat your list 
requirements with 
competence and 
professional know-how | 


planned circulation through 
its merger with promotions by mail 
offers free to customers 


| Professional advice in planning direct mail programs 
@ | setting up mailing schedules 
BD! mapping out test programs 


These new services are designed to meet the needs of cus- 
tomers who need professional help—and for customers 
who want to back up their own judgement by “talking it 
over” with another pro. 


Planned Circulation is proud to add these services to those 
that have made people say, “Planned Circulation is the 
Customer’s List Broker.’’* 


Planned Circulation will continue to comb the market to 
find lists to fit the needs of the client .. . to follow through 
on orders until delivery is made .. . to freely pass on 
knowledge gained from working on “both sides of the 
desk” .. . to give the same consideration to the list buyer 
and the list owner . . . and to give the list buyer of a small 
volume the same service as the buyer of millions. 


planned circulation 


MUrray Hill 7-4158 
19 West 44 Street, New York 36, N. Y. 


*Translated means it's the customer not the order that come firat at P. C. 
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This is a difficult report to write... 
and a tedious job, because it has 
all been written before. For the first 
time, The Reporter published a con 
vention daily . eight pages of news 
which had to be written, typed, set in 
type and printed by eight a.m. each 
of the three mornings of October 1, 
2 and 3. One of the miracles of the 
39th Annual Convention was the job 
performed by Dudley Lufkin, our 
daily editor, and Barnes Printing Co. 
which handled the confused produc- 
tion. Some mistakes were bound to 
happen, such as dropping out the 
first line of exhibit listings . . . there- 
by ignoring accidentally the large 
and) popular Addressograph-Multi- 
graph display. But, the Convention 
Daily made a hit and kept the del- 
egates and exhibitors better informed 
than ever before on what was going 
on in front of, and behind, the scenes. 

1 got the idea for our heading, 
Miracles Happened,” by interviewing 
scores of delegates during the closing 
hours of Wednesday's session. The 
question put to them was: “If you 
were in Henry Hoke’s shoes . . . how 
would you write a report of this 
convention?” The first seven words 
of the question were the most im- 
portant. I'm known for 
Some of those interviewed thought 
we ought to keep quiet about some 
of the turmoil behind the scenes. 
Others thought we ought to be com- 
pletely frank. Some even suggested no 


frankness. 


report. 

But the majority felt it was really 
a MIRACLE that the convention was 
able to function so smoothly when 
the DMAA temporarily was practical- 
ly headless. And there was so much 
dissention behind the scenes. Former 
Executive Director George Rumage 
had resigned before the convention 
and had given up the reins, His suc- 
cessor (see cover story) started on 
first day of convention, but had noth- 
ing to do with its management. The 
headquarters staff, temporarily un- 
directed, did its best in the emer- 
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MIRACLES HAPPENED 


. . . Report of DMAA’s 39th Annual 
Convention . . . October 1-3, 1956 


by Henry Hoke 


gency. If it hadn't been for the 
wround-the-clock work of Ted Bihler, 
steering committee chairman, Pete 
Hoke of promotion committee, Dick 
Messner and DMAA'’s Stew Jurist, 
assisted by Gellendre & Bowditch 
(professional convention handlers) 
the whole thing might have collapsed 
at any minute. 

I'm not going to bore you with a 
complete description of the many 
events. You all saw the program in 
September Reporter. Those who were 
there saw and heard what happened, 
or read it in Convention Daily. Some 
of the speeches were good . . . others 
not so good. Several newcomers sug- 
gested that formal speeches should 
be eliminated entirely with more em- 
phasis on a continuing setup of 
Cireles of Information or Market- 
place, where those with similar in- 
terests could meet. Most people inter- 
viewed thought it a big mistake to 
have Cireles and Marketplace run 
concurrently (and competitively) on 
the last day. We agree. Maybe it 
would be worth considering . . . hav- 
ing just a few formal speeches for 
the professionals, but concentrate 
primarily on panels and discussion 
groups for the not-so-talented, 


The entertainment program was 
out of this world. It takes an oldtime 
professional like Dick Messner (Mar- 
bridge Printing) to handle a produe- 
tion of this size. His Sunday, Mon- 
day and Tuesday evening parties 
were outstanding. The Latin Quarter 
show at Tuesday evening banquet 
was perhaps too elaborate and costly. 
In future years, committees will be 
hard put to top that performance. 


One of the biggest miracles of the 
convention was how the Statler man- 
agement handled a near catastrophe 
at the Tuesday night party. The head- 
quarters staff had made a too-low 
guarantee to the hotel. More than 
00 extra people showed up and 
were indignant because they couldn't 
get seats or dinners. Luckily, Tension 


Envelope had staged a huge cocktail 
party which wound up at banquet 
starting time. The hotel was able to 
enlist The Tension waiters to set up 
tables and handle the overflow crowd 

after stripping the other dining 
rooms of part of their help. 

And that’s the way it went through 
the convention. The more pessimistic 
planners had predicted an attendance 
of less than 1,000, The promotion 
committee set their sights on between 
1500 and 2,000, Exactly, 1,875 
names were signed at the registra- 
tion desk. The biggest crowd at a 
DMAA convention since the all-time 
high in 1927 at Chicago. 

Now ... let’s try to explain calmly 
and soberly some of the behind-the- 
scenes squabbling. Darn few people 
at the convention understood it clear- 
ly. 

First, it was rumored around that 
Henry Hoke and his family had 
trouble with the hotel and were 
threatened with being thrown out. It 
is only fair to report that the whole 
thing was an accidental and distress- 
ing farce. 

We had our usual entertainment 
suite. Hostesses Kitty and Demi Hoke 
run a proper party. Before the con- 
vention started, we had discussed 
with Statler convention manager, Ray 
Ashbaugh, the trouble we had with 
Boston house dicks, Everything was 
lined up for friendly and cooperative 
handling. 

But we were assigned to 702A, the 
State Suite. There is a room 702 on 
same floor. On first night of conven- 
tion... many of our visitors became 
confused and rapped loudly on the 
door of 702. Some big shot in that 
room (not a delegate to convention) 
became indignant, dressed and went 
downstairs to complain to a new as- 
sistant manager. He got the story all 
mixed up and thought 702A was 
staging a wild party. It was the people 
who were knocking on 702 who were 
causing the noise. The assistant man- 
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New Booklet tells of... 


160 Ways 
to Use 
AUTOMATIC 
TYPING 


cr 


It’s no secret that individually 
typed letters bring better re- 
sults. But hand typed letters 
can become very expensive 
when used in volume for 
routine correspondence or 
direct-mail selling. 


Automatic typing of personal- 
ized letters by Auto-typist 
equipment is the economical 
solution. Just how automatic 
typing can be used to cut 
costs and increase returns is 
contained in the 16-page 
booklet, “How to Use the 
Auto-typist.” Present appli- 
cations by business, industry 
and institutions are listed 
along with comments on the 
equipment. Fill out the cou- 
pon to receive your copy. 


World's Largest Manufacturer of 
Pneumatic Typing Machines 


AMERICAN AUTOMATIC CO. 
Dest 210 
' 
Piease me copy of Hew te Use the 
Aute typist ' 
Nome 
Company & Title ' 
Add ow 
' 
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ager lost his head and did actually 
try to throw or drag this reporter out 
lhe scene was witnessed by many res- 
ponsible and suber DMAA delegates. 
fhey. too, lost their heads and seven 
threw of 
pushed the assistant manager out of 


or eight of them bodily 


the suite. It was a hell of a mess and 
kept most of us up all night Reper- 
cussions reached top Hilton manage- 
ment. There have been apologies all 
around. We've all shaken hands and 
will forget it. If the sorehead in 702 
had only talked to the house security 
olheer, everything would have been 
taken care of calmly, We'd have put 
a sign near 702 directing people to 
TO2ZA 

I hate to bring this up but it 
should be clarihed. We love to en 
tertain everybody. But a small minor- 
ity of visiturs misunderstand the situ- 
ation. They seem to think that The 
Reporter suite is part of the DMAA 
registration and they are entitled to 
all sorts of services. They don’t un 
derstand that The Reporter suite is 
financed entirely by The Reporter. 
No one pays us a cent. It is also a 
family and friend operation. One 
rude young fellow bawled out Demi 
Hoke for not making his drinks 
stronger or more quickly. Sometimes 
Mary Lou Groves or Jeanie Rich get 
similar treatment. They are definitely 
not bar maids. They are part of the 
family of voluntary helpers in keep- 
ing the place running smoothly. We 
hope everyone will understand this 
in the future. 

Now about the political squabble. 
Watch your blood pressure! There 
were many people who did not like 
the nominating committee's setup . . . 
composed of three immediate past 
presidents. Word had also spread 
around that the nominating com- 
mittee had also dictated what officers 
were to be elected for the next year. 
There was opposition to their choice 
of William Merriam for the chairman 
of the board. There was no opposi- 
tion to Bill personally. He's a nice 
fellow. Everyone agrees. But there 


was oppisition to his connections. He 


is executive vice president of the Fed. 
eration of Railway Progress, a lobby- 
ing or propagandizing outht which 
has made things tough for parcel post 
users by lobbying for increased rates, 
size limitations, ete, 

A fairly large group decided to op- 
reelection to the 
if he was to be 
elected chairman). They decided to 
run Orville Reed against him . . . the 
only guy with guts enough to stick 
his neck out. Dave Margulies ( presi- 
dent of Parcel Post Assn. and of 


pose Merriam’s 


board (necessary 


Around-the-World Shoppers Club) 
was induced to put Reed in nomina- 
tion, to be seconded by Horace Nahm. 
These fireworks had been predicted 
m the Monday morning Convention 
Daily. This reporter was criticized 
severely by some of the top brass for 
spilling the story but it resulted 
in the largest business meeting crowd 
in years. And it was the first really 
open meeting im years... at least 20) 
years. Too many boards have been 
elected by smooth steam rollers with 
members quietly subdued. From that 
standpoint the fight was a good 
thing. But the meeting itself was a 
disgrace from many viewpoints. Rob- 
ert’s Rules of Order was literally 
thrown out of the window. 

At first, Horace Nahm was not 
allowed to make a seconding speech. 
Later on he was. Larry Chait 
and Les Suhler were allowed to make 
lony: speeches defending their choice 
of Meccram. DMAA legal counsel, 
Hym Herman, made some 
pletely absurd rulings. Delegates had 
to check or write all seven places on 
the ballot. They also had to sign their 
ballot, although Constitution provides 
for a secret vote. No check was made 
on how ballots were passed out 
whether to members or non-members 

. whether paid up or not. The teller 
committee had to throw out some 
ballots because of the Herman ruling 
requiring seven votes on each. Scores 
of members refused to vote because 
they didn't want the teller committee. 
Hy Herman and the office staff to 
know what side they were on. The 
vote was so close and confused . . 
several recounts had to be made. Bus 
Reed finally lost out by six votes but 
would have won easily if all those 
in his favor had voted. And then a 
few people voted the other way think- 
ing Reed was running for chairman. 
That wasn't so. He was simply a 
symbol of the opposition and would 
have served only as a board member 
There were other more suitable pos 
sibilities for chairman, such as David 
Goldwasser, Doug Mahoney or Joe 
McGee. 

What went on at the day-after 
hoard meeting is anybody's guess. A 
long. windy and sometimes fhery dis- 
cussion. In spite of the fireworks of 
opposition, Bill refused to withdraw 
his candidacy. Others refused to ac 
cept unless he would withdraw volun 
tarily. So after wasting countless 
hours... board finally named him 
chairman and he was officially intro- 
duced at closing luncheon. 

To keep the record clear . . . the 
new board members for a three-year 
term are: Al Buchanan (Crowell Col 
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lier Publishing). Colin Campbell 
(Campbell - Ewald). Robert Clark, 
Jr. (Strathmore Paper), William 
Lewis (E. 1. duPont deNemours,) 
Virginia Parsons (Parsons Associ- 
ates), Robert Stone (National Re- 
search Bureau} 

In addition to chairman of the 
board, William Merriam, the other 
ofheers are: American Vice Presi- 
dent: David Goldwasser ( Atlanta En- 
velope), Canadian Vice President; 
Douglas Mahoney (Frank W. Hor- 
ner}, Treasurer: Ted Bihler (Jour- 
nal of Commerce), Secretary: Glory 
Palm Carlberg Zellerbach Paper). 

Suppose it's another miracle that 
no blood was shed during all the 
heated arguments. There are wounds 
that will be hard to heal. But all 
things pass in time. Too bad it had 
to happen just when Arthur Burdge 
is stepping into the new job as presi- 
dent. As the convention ended 
Art appeared calm and collected. 

In spite of everything ... it was a 
wonderful convention needing a 
miracle to save some crisis about 
every fifteen minutes. 

One group had nothing to kick 
about at the convention.-the exhi- 
bitors. Beautiful setup. close to reg- 
istration and meeting quarters. Aisles 
jammed most of the time by delegates 
and outside visitors. Our only kick 

some few exhibitors don't get 
their full money's worth by improp- 
erly planned displays and inadequate 
staffing. The professionals, such as 
Bill MeManus of Envelope Manufac- 
turers, stand out brilliantly 

As usual, this greporter with his 
family and staff enjoyed thoroughly 
every minute of meeting our friends 
from every part of the continent. 
More this year than ever before. As 
| wind up this incomplete and hard 
to write report Kitty is packing 
the bags. Tickets on the Silver Meteor 
are in the pocket. Twenty-four hours 
from now, we'll see again that miracle 
called Florida . 
high-class resting. trying to catch up 
on all the sleep lost during this hectic 


and we ll do some 


and nerve-wracking week. If we re 
cover sufhciently well see you 


all in Washington next year 


PS thee old man, on 
his 62nd birthday (October 1) deeply ap 
preciated the honor conferred on him at 
the opening luncheon. It was nice to join 
Homer Buckley, Nelkon Wenzel, Victor 
Perry and Harry Porter by becoming the 
fifth Lifetime Honorar Member of the 
DMAA. Previous to this, the «ame tithe had 
been graciously extended by the New York 
Hundred Million Club and by the New 
York Mail Advertising Service Aven. That 
word “henorary” usually denotes work 


Hope 
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neenah 


modestly 


asks 


why is 
chieftain bond 
the most popular 
50% rag bond 


in America? 


Because people like everything about it, 


Ask your printer for samples of 
America’s largest selling 50% rag bond 


Chieftain Bond. 


ask your printer for a free copy of 
The Right Letterhead for You.”’ 


Want help in recognizing the right 
letterhead for your componys’? Then 


neenah paper company 
neenah, wisconsin 
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NE OF THE HICHLICHTS at any 

DMAA Convention is the 
Awards Breakfast . . . honoring win- 
ners of the DMAA’s annual “Direct 
Mail Leaders” competition. On deck 
bright and early at the Statler’s Key- 
stone Room this year were 46 hon- 
ored guests representing a wide 
variety of winning firms which 
ranged from a French direct mail 


Direct Mail Leaders Selected 


service to the New York Stock Ex- 
change. They were each presented 
with an inseribed DMAA Award 
Plaque .. . direct mail’s “Osear™ for 
outstanding campaigns of the year. 
The 46 awards were made for 
leading campaigns achieving excel- 
lence in the following categories: 
Creating more effective per sonal sales 
contacts (9 winners); Bringing the 


prospect to you (2 winners); Delir- 
ering background, sales or public re- 
lations messages to customers, pros- 
pects, employees or other special 
groups (11 winners); Taking actual 
orders through the mail (3 winners) ; 
Vultiple-Function, including two or 
more of the above basic functions 


Budget (A 


(16 winners) and Lou 


winners}. 
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It's interesting to note that the 
two winners singled out for special 
top-notch honors were campaigns 
which both used high-impact boxed 
mailing pieces . . . for dynamic 
sampling and dramatic impression: 


@ DMAA's coveted “Gold Mailbox” 
Trophy, reserved for the one winner 
whose campaign is judged most out- 
standing of all entries, went to Hoff- 
mann-La Roche, Inc. Under the di- 
rection of advertising manager lra 
Contant, the Nutley, New Jersey 
pharmaceutical manufacturers em- 
barked on a new departure in direct 
mail advertising to doctors. Rather 
than bombard busy physicians with 
a steady stream of periodic mailings, 
Hoffmann-La Roche tried a new ap- 
proach . . . purposely designed to 
“lighten the mail load for busy doc- 
tors 


D* roRS get a whale of a lot of 
mail. These busy professionals 
are targets for a continuous barrage 
of product literature, samples, ete. 

. mailed like clockwork by pharm- 
aceutical manufacturers, publishers 
of technical journals and others eager 
to sell the physician market. The vol- 
ume is so great, around - the - clock 
medicos can’t possibly read, absorb 
and react upon all the messages they 
find in their morning mail. 

It was with this realization that 
Hoffmann-La Roche, Inc., Nutley, 
New Jersey pharmaceutical manufac- 
turers, decided it was high time 
somebody gave harried physicians a 
mail-opening breather. If this sounds 
unusual for a large pharmaceutical 
house . . .it is—because Hoffmann- 
La Roche has for years maintained 
a continuous, hard-hitting direct mail 
program to promote sale of La Roche 
products through doctor's preserip- 
tions, ete. 

But last year, they also maintained 
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Two Cream of The Crop Winners Were Boxed Campaigns 


@ The Henry Hoke Award, given 
annually by this magazine to the 
company showing “the best solution 
of a difheult problem by direct mail”, 
was presented to Inland Steel Con- 
tainer Company of Chicago, Illinois. 
Inland’s problem was one which 
hovers over many companies: The 
sameness of their product with that 
of their competitor's. By taking a 
major talking point the competition 
hadn't used, then dramatizing it to 
the hilt, advertising manager Wil- 
liam Geidt found a solution which 
accomplished a number of sales ob- 
jectives. 

The talking point was good pack- 
age design .. . available through In- 
land’s steel container lithographing 
service. Practicing what they preach- 
ed, Inland demonstrated their design 
prowess in a series of five dramatic- 
ally packaged mailing pieces. De- 


GOLD MAIL BOX GOES TO 
HOFFMANN-LA ROCHE, INC. 


tails of the boxed campaign and what 
it accomplished can be found on page 
30, 

With Lester Suhler of Look mag- 
azine working as general chairman of 
the “1956 Leaders Contest,” the com- 
mittee selecting this year's 46 win- 
ners included: 

William Clawson (HarrieSeybold Co.), 
committee chairman 


A. M. Andersen (Reuben H. Donnelley 
orp.) 

Henry Hoke, Jr. (Reporter of Direct Mail 
Adv.) 

J. A. MeGee (Trans-Canada Airlines) 

Richard Messner (Marbridge Printing Co.) 

Edward Royal (Advertising Council) 


On page 32 you'll find a complete 
list of the judges’ final decisions . . . 
and you can get a close look at all 
the winning portfolios when the 
DMAA puts The Leaders “on tour” 
and they visit your city, @ 


Multiple Product Sampling Campaign Was De- 


that the trafic jam in doctor's mail 
boxes might cause some La Roche 
messages to be overlooked. To that 
end, the company embarked on a 
bold new approach developed 
specifically to “lighten the mail load 
for busy physicans”. 

The load was lightened through a 
multiple product sampling program, 
planned six months in advance so 
each element could remain flexible 
in case of last minute changes. This 
was necessary because La Roche put 
all their eggs in six baskets . . . pro- 
ducing six large and beautifully-de- 
signed boxes*, each containing sam- 
ples of eight new and different La 
Roche products. 

Instead of hammering doctors fre- 
quently with 48 miscellaneous sample 
mailings, the company sent six large 


* Artists who designe’ and executed the cam 
paign were Norman Viness of Norman Ase 
ates and Jack Carlin of Seope Art, both of 
New York City. Printing and production was 
handled by Samuel Greenherg of Ramapo River 


Press, N. Y 


veloped To Send MD’s “Less But Better” Mail 


prestige sample packages to all of 
part of their list of 60,000 phys 
icians. Kach box of eight samples in- 
cluded a well written and designed 
booklet describing the showcased 
drugs. Also included was a superla- 
tive reproduction of an antique map 
of America used during the L6th and 
17th centuries... a historical keep- 
sake which would make a handsome 
addition to any doctor's office. 

There were supplemental mailings 
in program such as individual sam- 
ples mailed as a follow-up, follow up 
letters, self mailers, etc. But one 
thing was certain: The whole cam- 
paign was based on the idea of cut- 
ting down physican’s day to day mail 
volume. It can best be explained by 
this typical cover letter sent with 
one multiple sampling package: 


Dear Doctor 

From Time to time over the past several 
weeks, you have reer ceived an occasional 
package, similar to this one, Ag you may re 


ntinued on Neat Page) 
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Call, these packages are in keeping with our 
new program to cend vou lew but mere 
whiule mail 
help you heep up to-date on recent de 
velopment we have supplemented these 
packages with infrequent announcements 
reminder on treat supplies of new drug- 
vou may remember that a 
short while age you received an introductory 
supply of Avo Gantrisin “Roche”—the new 
antibacterimlanalgesic agent for paintul 
urinary infections. But of one thing you can 
rest assured: your total volame of Roche 
matl will continue to be markedly reduced 
we began thie program, physi 
chante trom all over the country have written 
ue about you haven't vet had a chances 
to «nd us your thoughts on the matter 
went vou de eo on the enclosed card’? 
sincerely 

(Signed) 

Robert \. Hardt 

Viee President 
Pos.: It you would like another copy of thix 
antique map dated 1610) we shall be 


to send it to you 


W HAT DO YOU SAY in your adver 
tising when your product or set 
vice i» just about the same as your 
major competitors 

This was the problem facing Inland 
Steel Container Co., producers of Lith 
ogtaphed steel packaging containers, 
as they began planning last year's 
late winter campaign. They wanted to 
stimulate customer interest, establish 
Inland a» a leading source and open 
but exact 
ly how to do it was a big question 
bvervone had the “steaks.” what In 
land needed was the “sizzle a 


the door for salesmen 


talking point which the competition 
hadn't used,” 


Multiple Product Sampling 
A Smash Hit With MD’s 


The “enclosed card” mentioned in 
the letter was a simple questionnaire 
on which doctors could check their 
reaction to the “less mail idea, and 
offer their con. ments 


The very first mailing of prestige 
sample packages brought back a 
flood of cards. Of the 55,000 doctors 
who received the sampler, 15,161] 
responded a return of better than 
27% 14.060 of these (more than 
U8.) were favorable comments . 
with 8.0005 requesting additional 

Page after page of actual cards 
displayed in the Hoffmann-La Roche 
award winning portfolio offered vivid 
proof that similar results held up 
throughout the campaign. Physicians 
everywhere vowed their enthusiastic 


Inland found the answer by think- 
ing of themselves as not only a com- 
pany with complete manufacturing 
and lithographing facilities . . . but 
also as an organization that under- 
stands the principles of good package 
design It's one thing to be able to 
manufacture a lithographed container 

it's quite another to be able to 
help a customer create the visual pack 
age design needed for brand identifi 
eation., mventory control or propa 
gating a selling message. The “design” 
aspect of their business became In 
land's sizzle. 

To show that Inland understands 
and knows how to apply good design 
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approval in comments such as these 


Somebody ix finally getting «mart. Your 
package is very well done. The idea ix very 
good” “Any measure to reduce the 
mountain of mail piled daily on my desk ix 
greatly appreciated” “I find that I look 
forward to your package more than [| did 
with the old method” This is the most 
attractive advertising | have ever received” 


“Hallehlujah” “Hurray” 

This vear’s Gold Mailbox award 
winner proved that quality is better 
than quantity. With a bold new ap 
proach to their direct mail program, 
Hoffmann-La Roche succeeded in 
winning a more than favorable rea 
tion from the hard-to-impress medical 
profession. In addition to untold 
goodwill, the “less but better mail” 
campaign racked up a sales percent 
age comparable to any in the in 
dustry. There's doubt about it 
that this year’s “best” campaign was 
an outstanding job of apgrading 


Inland Steel Container Co. 
Is Fourth Recipient 
Of Henry Hoke Award 


Dramatically Designed Campaign Overwhelmed 
Customers and Prospects . . . Increased Sales ToA 
Mighty 49% 


they created a series of five dramati« 
mailings .. . sent weekly to a list of 
650 prime prospects submitted by In 
land salesmen. Through impressive 
packaging, each piece demonstrated 
the functions of good design . as 
outlined in this brief description of 
the mailings: 

1. The first mailing was teaser, with 
no identification other than a striking 
“eve” design and the phrase “Are you 
overlooking something’ which head 
lined the cover of a colorful box. In 
side was a card game focused on the 
subject of color Based on the visabil- 
ity factors of different colors, the game 
demonstrated to its recipient that 
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color has the ability to create a mood 
attract attention 
It also demon 


symbolize an idea. 
sound a warning, et 
strated that the 


combinations is a job for experts 


proper use of color 
2. The second piece was also a teaser, 
mailed in the same type of box as the 
first (repeating the eye design and 
phrase on the cover). This package 
contained lithographed sheets of steel 
hound in easel form. With them were 
a number of small magnetized shapes 
used to mark answers to a “Shapes 
(Juiz 
The quiz gave an interesting demon 
stration how skillful arrangement of 
shapes can convey a specific idea or 


printed on the steel sheets 


inessage. By turning the sheets 
around, the prospect had a useful cal 
lendar, with the shapes for handy ap 
pointment markers. 


3. Inland identified 


miailing 


itself this 
by sending prospects an 


with 


actual lithographed five-gallon steel 
pail, Die-eut to fit the top of the pail 
was a stimulating booklet tithed “The 
Strawberry Story.” It told a complete 
case history of how the pail was 
planned, created and produced for a 
hypothethical “Tasty Fill Company,” 
makers of strawberry pastry filling 
4. Next was a crisp-looking booklet 
summarizing eight reasons for 


using design lithography on steel con 


tainers. The booklet also introduced a 
new descriptive phrase for the dee 
orated pails: “Inland Display Con 
tainers.” 

5. Last. but by no means least, was 
another package containing a 
Viewmaster 3-D an eight 
photo reel and deseriptive booklet. In 
three-dimensional color photos, the 
viewer took prospects on a “Cook's 
tour of Inland facilities . . showing 
seven steps in the design and manu 
facture of an Inland Steel Container 
The booklet described the steps in de 
tail 

While they kept asking prospects 
‘dre you overlooking something 
throughout the whole campaign, In 
land sure they themselves 
weren't: a final booklet pieturing and 
describing all mailing pieces was dis 
tributed to Inland salesmen. 

As a result of the campaign, it be 
came evident that prospects might 
still be overlooking something 
certainly weren't overlook 
ing Inland. Four after the 
campaign broke, pail lithographing 
volume was up 28°. over the last 
full month before the mailings 
started, Drum lithographing business 
Was up Ww, almost 
every area reached by the mail cam 
paign brought in new accounts and 
converted old ones from plain painted 


viewer, 


made 


but they 
months 


Salesmen in 
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We are specialists 
in finding suitable 


lists for large mailers. 


We are specialists 
in finding suitable 


customers for owners’ lists. 


ery, * 


JAMES E. 
ASSOCIATES 


Charter 

Member 

National 
Council of 4 

Mailing list 
Brokers 


James E. True Ascotioiel 
419 Fourth Avenue 
_ New York 16, 


pails to lithographed containers. The 
Chicago district sales manager re- 
ported 25 new lithographed container 
accounts in his area alone. As vice 
president and sales manager R. J. 
Greenbaum put it: “I don't believe 
any such increases were possible 
without the help of such an effective 
direct mail program.” 

If you feel “bogged down” in your 
advertising because of any “same- 
ness” that exists with your product 


and that of your competitors’ 

Inland’s accomplishment is a living 
example of how you might lick your 
It shows that “sameness” 


problem. 
“sizzle” . . . by 


can be turned into 
finding a talking point the competi- 
tion hasn't used. Inland found theirs 
in dramatic which 
proved they have the ability to “ere- 
ate” as well as “manufacture”. There's 


the difference. @ 


demonstrations 


And Now...Here Are 
All of DMAA's Winners 


FUNCTION ONE: 
Creating more effective personal sales 


contacts. 

Advertising & Printing: The Simpson Press 

ltd., Publications Bidg 171 Metcalfe Ave. 

(Westmount) Montreal 6, P. @ 

Automotive Trucks: Chevrolet Motor Div. 

General Motors Corp., General Motors Bidg., 

Detroit 2, Mich 

6 Machi Burroughs Corp., 6071 

Second Ave, Detroit 32, Mich. 

Creative Art & Design: Monogram Art Studio, 

inc., 515 Madison Ave. N. Y. 22, N.Y 

Farm Equipment: Massey Harris Ferguson inc. 

Quality Ave, Racine, Wis 

industrial Equipment: Allis-Chaimers Mfg. Co. 

P. O. Bex 512, Milwaukee, Wis 

Office Procedures Equipment: Remington Rond. 

Div. of Sperry Rand Corp, 315 4th Ave. 

N.Y. 10,N_.Y 

Peper: Champion-international Lawrence, 

Moss 

Steel Containers: (Winner of Henry Hoke 

Awerd) inland Steel Container Co., 6532 

Menard Chicago., 38, Ill 
FUNCTION TWO: 

Bringing the prospect to you. 

Consumer Finance Service: Local Finance Corp. 

31 Canal St., Providence 1, &. | 

Wholesale Furniture: Oklchoma Wholesale 

Furniture Corp. 101 Grand, Oklahoma City 


2, Okle 

FUNCTION THREE: 
Delivering background, sales or pub- 
lie relations messages to customers, 
prospects, employees or other special 


groups. 
Advertising & Marketing Services: VonSent 
Dugdale & Co., inc. 15 E. Fayette Balti 
more 2, Md 

‘ Fi a iates | Co., 
Associates Bidg. “South Bend, ind 
Instrument § Tronsformers:; General Electric 
Company, | River Rd. Schenectady, N. Y 
International Direct Mail Adv Service 
Bottin - Addresses, 195 bis. Boulevard Saint 
Germain, Paris Vil, France 
Paper Merchants: Bermingham & Prosser 
715 May St., Kansas City 5, Mo 
Pharmaceutical: Lederle Laboratories Div 
American Cyanamid Co., Pearl River, N. Y 
Pharmaceutical, international: Abbott Labo 
rotories International Co., Merchandise Mart 
Plaza, Chicago 54, Ill 
Pharmaceutical, Veterinary: Chas. Pfizer & Co. 
inc., 630 Flushing Ave., Brooklyn 6, N. Y 
Publishing: Porade Publications, Inc, 285 Mod 
ison Ave, N.Y. 17, N.Y 
Television Programs: Notiono! Broadcasting 


30 Rocketeer Piaoza, N. 2), N.Y 
Typewriters & Supplies: Royal McBee Corpora. 
tion, 2 Park Ave, N.Y. 16, N. Y 


FUNCTION FOUR: 
Taking actual orders through the 


mail. 
Conservation Wildlife 
Federation, 232 Carroll St, N. W., Washington 
12, 0. C. 
Jewelry, Wholesale: More & Company, 606 
Mahoning Bidg., Warren, Ohio 
Magerine Subscriptions: Life Magazine (Time, 
inc.), 9 Rockefeller Plaza, N. Y. 20, N.Y 
FUNCTION SEVEN: 
Vultiple-Function, which includes 
two or more of the six basic functions. 
Air Conditioning: Westinghouse Electric Corp., 
Staunton, Va 
Automotive - Contest: Chevrolet Motors 
General Motors Corp., General Motors Bidg., 
Detroit 2, Mich 
Berbecue Service: Nichols, Inc, Exeter, N. 
Building Materials: Insulite Div. Minnesota & 
Ontario Paper Co., 500 Investors Bidg.. Min 
neopolis 2, Minn 


Not 


9 Notion’s 
Ave, N.Y. 17, 
Carpets: A. & M. Karagheusian, inc, 295 Fifth 
Ave, N.Y. 16, N.Y 

Distribution Transformers: General Electric Co. 
1 River Rd, Schenectady 2, N. Y 
Envelopes: Wolf Envelope Co, 1749 E. 22nd 
St., Cleveland 1, Ohio 
Ferm Machi y D 

E. 3rd St., Fulton, Mo 
Food Products: Green Giant Co. 
Minn. 


vy ai 
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Machine Co., 500 


le Sueur, 


-Honey well, 
2753 ath Ave. Minn 
Investment; New York Stock Exchange, |! 
Woll N.Y. 5, NY 

Materials Handling Equipment: The Yole & 
Towne Mfg. Co., 1100 Roosevelt Bivd. Phila 
delphia 15, Pa 

Petroleum Products & Services: Esso Standard 
Oil Co., 15 W. St. N.Y. 19 NY 
Publishing: Encyclopaedia Britannica, 425 N 
Michigan Ave., Chicago 11, Ill 

Travel; Clipper Line, 277 Pork Ave, N.Y. 17, 


FUNCTION EIGHT: 
Low budget. 
Corrugeted Boxes: Hinde & Douch, 407 
Decatur St., Sandusky, Ohio 
Dyers & Finishers: Ohio Falls, inc, P.O. Box 
566, Lovisville 1, Ky 
Fund Raising: Y M.C.A. of Reading, Pa. Reed 
& Washington Sts., Reading, Pa 
Restavrant: London Chop House 
Congress, Detroit 26, Mich 
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DATA 
PROCESSING 


PARTMENT A56 
SON AVENUE 


NEW YORK 


Please send free folder,“ A New Approach To Addressing” to: 


‘ 
New...1BM Electrostatic = 


IT’S THE 
UNEXPECTED 


Outstanding Letter Campaign Proves . 


THAT MAKES THE SALE 


by Troy Rodlun, Direct Mail Counselor, 


Washington, D. C 


Senvick, organized in 

1921, successfully accomplishes 
its mission the popularization of 
in many ways. The director, 
Watson Davis, is an originator in 
carrying out the purposes of the or 
ganization, Its news syndicate and 
related services to newspapers and 
magazines cover the Nation. It pio- 
neered in developing the youth educa. 
tion movements, Science Clubs of 
America and Science Talent Search. 
and administers these national proj- 
Service energized the 
development of photographic docu- 
mentation and is now promoting In 
terlingua, the international science 
language. 

This educational foundation initi 
ated THINGS of science, the science 
object-of-the-month service, in opera 
tion more than 16 years. Science 
Service publishes the magazine Chem 
istry, and the weekly Science News 
Letter, All of these activities are pre 
moted in major part by direct-by-mail 


ects, Soence 


methods 

The direct mail unit that is the 
subject of this article was first used 
to get subscriptions for Science News 
Letter, and now has been successfully 
extended to THINGS of science 

It has an interesting history. Be 
fore World War IL, selling subserip 
tions by mail was often a tough prop 
osition, Science News Letter was no 
exception, One day. | asked a special 
ty sales manager if he could get sone 
half-length 


vers low price 


sharpened peneils at a 
He quoted he 
under $2 per thousand 

The price was okay. so we worked 
methods of attachment 
attached to the 
sales letters with Seotch tape. Others 
were attached to tab reply post cards 
through two punch holes. Others were 


Some pencils were 


stapled to the cards by an ingenious 
method worked out with the coopera. 
tion of a stapling machine manufac. 
turer. Since all methods of attaching 
pencils produced about the same re- 
sult in orders, we took the stapling 
method, because it was the cheapest. 

See sales letter we wrote, utilizing 
the pencil. See letter A 

the pencil gadget was used with 
profit in connection with a variety of 
sales letters until early in World War 
Il. Pencils became hard to get, the 
price went way up, and anyhow the 
novelty appeal was wearing out. So 
we stopped using them. 

During the pencil operation, we 
had worked out another item that 
would use an inexpensive form of 
plastic, then relatively interesting to 
the lay public. It was a one and one- 
half inch piece of clear plastic rod, 
live-sixteenths of an inch in diameter, 
flattened a litth on one side to make 
it useful as a magnifier. It cost more 
than the pencil and had to be at. 


tached with Scotch tape, but we knew 
that cost would not be the prime fac- 
tor if the rod paid its way in extra 
orders. The plastic rod was attached 
to the letter, above the headline. 

The letter we wrote made capital 
of it. See letter B. 

Other letters were tested, with the 
rod attached, but the one just quoted 
outpulled them. Nevertheless, the cost 
of the plastic rods and the attaching 
of them was too great a_ hurdle. 

‘he plastic rod gadget was also aban- 
doned. 

During the years that followed. 
many different sales letters were writ- 
ten and tested, and the best one was 
used until a better one was developed. 

In 1950 we wrote as usual, several 
sales letters for testing. One emerged 
the victor, and so complete a victor 
it was, that try as we might, through 
out 1951, 1952. 1953, 1954 and most 
of 1955 we could find nothing to beat 
the EXrLone letter. The letter we 
wrote is at bottom (left) of photo. 


Reporter's Note: We've been trying te get 
this case history for some time for it 
definitely proves the volve of upgrading 
copy end appeal by const Gg, even 
though previous tests developed what ap- 
peered to be an unbeotable approach. Troy 
Rediun is well-known to most DMAA conven- 
tion goers. Formerly, advertising manager of 
en insurance company, he is a direct mail 
and sales promotion counselor ot 1832 M 
Street, N. W., Washington 6, D. C. Many of 
his compeigns hove won DMAA awards 
Troy is best + bered for designing 
now commeonploce form for business reply 
permit envelopes and cords when Congress 
passed the law bringing this regulation into 
effect in 1924. As ao reward, the Post Office 
Department gave Troy Permit No. | in per- 
petuity 
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CHARTER MEMBER, Council of 
Mailing List Brokers 


SEND THIS COUPON! it will bring you Y 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in ali parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 


service is FREE. Simply send the coupon. } 


How to 
avoid the 
CIRCULAR 

FILE... 


before 


his wastebasket 


attention 


Write us today and we'll 


is our business. 


Unfortunately, many sound, effective direct mail 
messages end up in the prospect's circular file 


they're ever read. 


The circular file can be avoided if the envelope 
that carries your vital sales message is authori- 
tative, distinctive and impressive. 


Designing superior envelopes that get and hold 
All of the creative 
thinking that goes into our envelope design is 


yours at no extra cost whatever. 


show you how to avoid 


the circular file! 


CORPORATION 


4179 N. Kingshighway, St. Lovis 15, Mo. 


3635 Michigan Ave., Detroit 16, Mich. 


1485 Keo Way, Des Moines 14, lo 


One day, early in 1955, | was read- 
ing a Science Service news release 
about some glass fiber paper and of 
experiments on it. | checked around 
and found a pilot plant making the 
glass fibers that went into the glass 
fiber paper. Finally, | managed to get 
a fabricator to supply it in small 
pieces at a practicable price. We 
started testing. 

The first 10,000 letters with a piece 
of glass fiber paper enclosed, beat the 
fabulous letter by big 
margin. We staged check tests of 
10.000 additional glass fiber units. 
These pulled even more profitably, 
finally cinching a 30% lead in sub- 
scription orders and in order value 
over the letter that had won against 


all comers for the preceding five 
years, 

We had by then added to the mail- 
ing envelope selling unit for 


THINGS of science, which we felt was 
logical to the glass fiber sample 
stressed in the Science News Letter 
promotion. We checked again with a 
quarter million mailing and the re- 
sults stood up. The new glass fiber 
unit was paying its way excitingly. 
The outside envelope, at present in 
use, contains this message: 
There is enclosed in this envelope ao piece 
of GLASS thet is not fragile and thet WILL 
NOT SHATTER. 


The message fits the contents, it 
does not misrepresent, and it carries 
drama with its curiosity appeal. A 
message that let the recipient down 
would have hurt the results. In past 
years, we have tested many outside- 
the-envelope messages and we have 
come to the conclusion (all mail ad- 
vertising conclusions are temporary } 
that a message must fit the contents 
as well as stimulate curiosity, if it is 
to help, not hinder. 

The letter we wrote to accompany 
the 2” x 3” piece of glass fiber paper. 
is shown at bottom (right) page 35. 

On the back of the foregoing letter 
was a description of the contents of 
the magazine headlined by this state- 
ment: 

“As | start each doy, | WAKE UP MY MIND 
by reading @ page or two of Science News 
Letter,” writes a subscriber. 

The text then goes on to demon- 
strate how such a statement could 
logically be made by a subscriber. 
rHincs of science, being a member- 
ship organization, attacks the selling 
in a different way The letter, created 
by Watson Davis, is as follows: 

Dear Friend: 

It is my pleasure to extend you a cordial 
invitation to membership in THINGS o/ 
science, sponsored by Science Service, the 
non-profit institution for the popularization 


of science 
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CUPPLES-HESS 
ae CUPPLES-HESSE CORP. of Michigan 
CUPPLES-HESSE CORP. of towa 


THINGS of science is an association of 
alert people of all ages who appreciate the 
importance—-the enjoyment—of keeping 
informed at first hand on the swiftly break 
ing and sweeping changes that scientific 
genius is making in our lives today. A 
slight increase which we have achieved in 
production capacity for THINGS of science 
has enabled us to accept for membership 
a limited additional number of eligible 
friends of science. If you avail yourself 
promptly of this opportunity, it will be 
possible for us to enroll you before the 


quota for next quarter is filled 


We live in the midst of the Scientific Revo 
lution, dwarfing even the great Industrial 
Revolution which remade the world and 
men's lives in less than 100 years. New 
discoveries by the hundreds up to and in 
cluding atomic science——are not only revo 
lutionizing industry; they are molding our 
personal lives, whether in peace or war. To 
day's world holds no more exciting spectacle 
than the work of the master minds in our 


great laboratories 


Your valuable membership in THINGS o/ 
science will put you in an “advance obser 
vation post,” tapping you in on new and 
unusual developments as well as clarifying 
for you elements of basic science. The re 
sources, skill and contacts of Science Ser 
vice’s editorial staff, world’s largest group 
of scientist-writers, keeps in constant touch 
with research centers to bring you the new 
and unusual. The enclosed leaflet will give 
you details on the benefits of membership 
in this limited group of friends of science 
THINGS of science 


To see, to handle, to experiment with the 
specimens in THINGS of science kits is 
to be a more intelligent citizen of our com 
plex modern world; it is to understand a 
great deal more about the main driving 
power of civilization. This power is the 
reason why we are human. Its story is the 
long, dramatic, far-from-finished story of 
man’s understanding and mastery of his en 
vironment. Membership in THINGS of set 
ence is not only a great education experi 


ence; it is a tremendous lot of fun! 


To acquaint you with THINGS of science, 
we offer you a six-months’ membership 
one unit each month for the next six months 
for $2.50. Mail the enclosed card today 
so that it will reach us while the member 


ship rolls are still open 


The glass fiber mailing unit, de- 
scribed in the foregoing analysis, is 
an example of a curiosity stimulator 
on the outside of the envelope, that 
is lived up to by the material found 
inside the envelope-—one of the im- 
portant reasons for the success of this 
unit. 


It's the UNexpectep that helps 
make a sale by mail—-provided the 
unexpected is logical to the prod- 


uct. @ 
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LONG LIFE IN THE MAKING ®* Replocing oli 
worn parts with standard stock items purchased from 
that machine's original manufacturer is Standard 
Operating Procedure at AMECO. 

So... when you need . . . Addressograph, 
Elliott or Speedaoumat addressing machines; 
Graphotypes, plates, frames, cabinets or trays for any 
addressing system . . . first investigate the substantial 
savings possible in REBUILT equipment. 

Call the 36 year old house of REBUILT equipment 
who gives new machine guarantee with every sale. 


Addressing Machine & Equipment Company, Inc. 
326 Broadway New York 7, N. Y. 
HAnover 2.6700 


Y 
CYCLE-COLOR 
Letterheads and Envelopes no ch y= 
to Mate shell game 
Color is on the march! The trend is a a” ~~ 
apparent—TV, automobiles, clothing! here... A 
And now—color added to your direct 
mail. Join the color parade. CYCLE- our clients y > an 
COLOR offers you the pastel colors 
of the rainbow reproduced in letter 
heads and matching envelopes. Soft ALWAYS 
shades of ivory, blue, green, grey, 
pink, ton, yellow, and white. Go one you ve been contused by exaggerated 
step further—use a color typewriter claum, glowing reports, and sugary 
ribbon to blend with coler of letter testimonials we can think of no better way 
head and envelope for you to check on the pulling power of 
our “byilt-in” reply card (or envelope) then 
CYCLE-COLOR Letterheads and Envelopes for YOU to call or write our accounts a 
Offers These Advantages names on written request) and ask them what 
they think of our kind of sales letter * 
© Unique—eye-corching 
WW that doesn | convince you. then the only 
@ Dignified other thing that will is on ACTUAL TEST H 
@ Moke each © diferent hue MAILING agains! whatever you 1@ wing now 
9 We're so sure that the built-in” reply card 
Angelo Text Paper, 702 besis, or envelope) outpyull your best efforts on a 
Random-Ripple Finish cot inquiry basis that we'll pick up 
@ Ord ber the tab for o steak dinner if we love! 
as low as 500. And our one-stop service for copy, art, printing : 
and marling saves your me beeps you 
Write for free samples and busy plonning instead of just picking up 
descriptive material. loose ends 
Why not send NOW for more information and 
Dept. E samples of recent successful promotions? 
MOSER PAPER CO. SALES LETTER 
621 Plymouth Court \ LES LETTERS 
Chicago 5, iil. W. 230d St, Mow York 
Telephone WAthins 


at 
j 
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j 


DONNELLEY SURVEYS 
DEALER HELP DIRECT MAIL 


by A. M. Andersen, Vice-President 
Reuben H. Donnelley Corp., Chicago 


I DEALEL-HELP DIRECT MALL adver 
tising read? Is it 

Can the recipients recall the local 
dealer's name imprinted on it? Such 
questions are of interest to any direct 
so The Reuben 


remembered / 


mail advertiser 
H. Donnelley Corporation decided to 
find the answers 

In the beginning, we considered 
making @ major survey on one cam 
paign. It was decided, however, that 
no campaign is really representative 
that each differs in important ways 
from all others, Therefore, a continu 
ing program of surveys 
was instituted to provide up-to-date 
information about many campaigns, 
involving a variety of products. 

Lach mailing or campaign would 
have its own set of readership figures, 
depending on such factors as the 
nature of the product, the excellence 
of the art and copy, and so on. The 
many surveys would supply truer 
guides, it was felt, than a single sur 
vey, however thorough. 

It was decided that the only rae 
tical way to make the number - sur: 
veys we proposed was by mail. A mail 
survey has limitations. It doesn’t yield 
information on motivation, as depth 
interviews do. But when it is designed 
to measure only what it can reason 
ably be expected to measure, it is a 


satisfactory research tool 

Many of the weaknesses of the mail 
survey method can be overcome by 
proper construction of questions. For 
example, one problem is that a certain 
number of people do not return the 
questionnaires, Thus, there is the pos 
sibility that the people who do com 
plete and return them are not typical 
and a do not make typu al responses 
But our experience has been that this 
factor is not too important if the 
questions themselves and their phras 
ing are such as to minimize bias. 

Another problem in a survey by 
mail, as in any survey, is the matter 


of veracity. How can we be sure that 
the people answering the questions do 
so truthfully? Again, this factor can 
he controlled by the way in which 
questions are asked. In our surveys, 
persons are requested to write in the 
name of a brand or of a local dealer. 
with no hint given in the covering let- 
ter or questionnaire. To do this, they 
must actually remember the mailing 
being surveyed. 

Moreover, no person is asked to 
sign his name or to identify himself 
in any way and therefore is not likely 
to shade the truth. 

Now, what do our surveys reveal? 
Below are given some direct mail 
“case histories” pointed up with sur- 
vey information. Each of them offers 
an isolated set of results. Considered 
together, however, they add to our 
knowledge of what the direct mail 
medium can be expected to accom. 
plish. 

1. A dealer-help direct mail cam- 
paign for a manufacturer of a nation 
al brand of auto tire consisted of 
four mailings. After the mailings 
were completed, 1.927 names were 
chosen at random from the dealer 
mailing lists. To each was sent a 


letter and a questionnaire, neither of 
which mentioned the manufacturer = 
brand. 

The questionnaire was returned by 
M2 people, of whom 346 or 75 pet 
cent said that they did remember re 
ceiving direct mail advertising about 
tires during the past year. Of these. 
100 or 55 per cent were able to recall 
and supply the brand name of the 


campaign's sponsor. 


This was a “minimum estimate of 
that is, the percentage re 
calling the sponsor's name would 
undoubtedly have been higher had 
respondents been given a list of man 
ufacturers from which to choose. 
However, this was an unaided recall 
question and the 190 people who an 
were the minimum 
recalled the 


memory 


swered correctly 
number of 
mailings. 
Another fact turned up by this sur 
vey was that about one-third of the 
people remembering the name of the 
manufacturer said that they read all 
of this type of advertising that they 
received, Another third said they read 
“most of it,” and almost a third said 
“some of it.” Only 1.7 per cent said 
that they didn’t read any direct mail 


those who 


Reporter's Note: We are gled to give you 
another story about the readership of direct 
mail, Ever since Leonard Raymond spoke 
at the Chicago DOMAA convention and re- 
veoled the results of his survey there 
hes been @ growing desire among all sorts 
of direct mail people to find out more about 
this subject of readership. We hove known 
about the continuing research project con- 
ducted by The Revben H. Donnelley Corp 
and we finally managed to obtain a report 
on it from A. M. (Andy) Andersen, executive 
vice president. Andy is a well-known figure 
in all direct mail circles. He was a Reporter 
cover subject in April, 1955. He was until 
convention on the boord of DMAA. You will 
went to add his statistical figures to your 
permonent records on direct mail 
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advertising on auto tires. 
The most interesting fact was that 
88 per cent of the people who cor- 
rectly identified the brand name of 
the tire manufacturer also named the 
local dealer sponsoring the mailing. 


2. A continuing type of direct mail 
campaign is the dealer-help magazine. 
The Reuben H. Donnelley Corpora- 
tion has handled such a program for 
this same tire manufacturer. One of 
the magazines went to farm families, 
good prospects for the company’s 
product. 

A sample of 970 persons was taken 
from the total group who regularly 
received this magazine. Then a ques- 
tionnaire was sent to them along with 
a copy of the magazine. Of the total 
number, 338 returned completed 
questionnaires 

Ninety-six per cent of those reply 
ing stated that they found something 
of interest in each issue of the mag- 
azine. 

When asked how much of the mag 
azine they read, 231 respondents said 
“most of it.” Another LOO replied that 
they read “part of it.” Only seven 
people said that they did not read the 
magazine at all. 

Those who said that they received 
other companies’ direct mail tire ad- 
vertising were asked to compare it 
with the dealer-help magazine. More 
than 47 per cent said that they liked 
the magazine better than the adver- 
tising of the other companies. An ad- 
ditional 50 per cent said they liked the 
magazine at least as well. 

When asked if they wanted to con 
tinue receiving the dealer-help mag 
azine 311 people replied that they 
would. Sixteen said that they did not 
wish to continue receiving the maga 
zine, while 11 people made no reply 
to this question. 

On this survey questionnaire, there 
was a place for respondents to write 
in their comments about the maga- 
zine. Here is a typical one: “I enjoy 
the articles on farming. There's al 
ways farm news that | wouldn't read 
otherwise. My wife reads all the home 
decoration ideas.” 


3. A campaign for a washing 
machine manufacturer included the 
mailing of three tabloids. Upon com- 
pletion of the mailings, two surveys 
were made. 

The first was designed to test read. 
ership of the tabloids. Of the 2,050 
questionnaires mailed, 696 were re- 
turned. It was found that 461 of the 
persons answering remembered re- 
receiving advertisements in the mail 
about electric washing machines. 
Forty-eight per cent correctly recalled 
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No PAPER 
is 


to sell so tow! OFFICE 
DUPLICATING 


MADE EASIER... | 
The new MICHAEL Perfect f 
spirit duplicating and 
all heavy steel con- multilith departments 


in offices, industrial 
organizations, banks, 
insurance companies, 
small printers and off- 
set shops, stationers 
and photo finishers 


struction for long life 
The lever is properly 
balanced for easy cut- 
ting. After each cut 
when lever is returned, 
{ it is automatically 
"] locked with safety 
latch. 
The back gauge eas- 
ily moves forward and 
back. Cutting table has 
a permanent rule so 
that the back gauge 
can be set for any 
size 


14° and 20%" 


Mich ael Lith 


(NC OMPOHATE DO 


145 WEST 45th STREET @© NEW YORK 36, N. Y. 


PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 


ques. 
Compound! resentatives 


INQUIRE ABOUT OUR lémm SOUND COLOR 


Like ants to honey . . . that's how prospects FILM OM PHOTOENGRAVING 

react when their attention to your printed 

sales message has been demanded and Operating wenty- Hours 

held . . . with action-compelling Fragrance Dey, 

Process Compound. Use it letterpress — offset Four Shifts Every Work Day 

— gravure = P.$. 4 copy of “the 
FPC adds a new, lasting dimension of Art and Technique of 

eroma that creates buy-impressions far be- Photo Engraving’ will 

yond mere words ond pictures. . . and thet aid you with your pro 

sends soles soaring! duction problems Send 
Unlike ordinary senting, FPC lasts and > $2.00 


losts. Any odor duplicated. Add its impact 


to your selling — you'll see results jump! 
lon, wat HORAN ENGRAVING CO., INC. 


For complete information, write today. 


FRAGRANCE 44 West 28th Street, New York 1, M. ¥. 
Murrey Will 9-8585 
PROCESS COMPANY Branch Off Newerk, Allentown, Pa. 


73 Sullivan Street, New York, N. Y. 
Telephone: MOnument 3-1582 
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| Rapid 
No premium...No extras 
All styles, including scripts 
Glossy print for reproduction. 
24-hour service. Mail deliveries 
anywhere in the U.S.A. 


Order from Style Book DM. 
Free on request. 


Film-Lettering Division 


RAPID TYPOGRAPHERS, Ine. 


305 EAST 46th ST., NEW YORK 17 
MUrray Hill 8-2445 


when your job is too small 
for a personal call 
IT’S TYME* FOR A CHANGE 
lf your present supplier 
is too big for his britches, 
give us a coll 
and hear what our pitch is. 


* 
stavict conr. 


A COMPLETE DIRECT MAK SERVICE 


50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quentity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 
5744 Clark Chicego 13, 
Phone tAstgate 7.54% 


HOUSE ORGANS 


form of acivert sng Con moke sweet 
muse. Bul the « py must SING’ Need not 
be expemsive (| publish one ona blotter 

Free oy if requested on letterhead 


“That Fellow Bott's 


Leo P. Bort, Jr, 64 Chicago 


the name of the manufacturer on a 
“fill-in-the-blank” question. 


Asked to write in the name of the 
local dealer who sent the advertising, 
433 people or 87 per cent of those 
who knew the manufacturer's name 
supplied the name of the dealer. In- 
terestingly, an additional 51 people 
who did not recall the brand name 
were able to name the local dealer. 


The second survey made of these 
mailings was conducted among the 
manufacturer's There are 
some restrictions in such a survey. 
Dealers generally underestimate the 
effectiveness of cooperative promo- 
tions of this type for two reasons: 


dea lers. 


1. They are unaware of how many inquiries 
and eventual sales result from these mail 
ings because prospective buyers seldom 
mention receiving mailing pieces. Moreover, 
there may be several salespeople at the deal 
ers place of business and he may be un 
aware of what his employees know of the 


response to mailings 


2. The dealer tends to judge the effective 
ness of these promotions on the basis of 
immediate results. Obviously, the tabloids 
reached a number of people who were not 
in the market for any washing machine 
but the dealer has no way of measuring how 
many of these are favorably influenced and 
will eventually become prospects. Because 
of these two factors, it is safe to say that a 
survey such as this one gives a minimum 


estimate of the campaign's result» 


Asked how effective these mailing were 
in bringing laundry equipment prospects 
inte their stores, 15 per cent said that they 
did not know how effective the campaign 


had been 


Almost half of the dealers, however, said 
that they could credit washer or dryer sales 
directly to these mailings. These dealers 
were then asked what the resulting sales 
were. Their anewers were tabulated as fol 


lows 


Number of units sold as a 
direct result of the mailings Per Cent 
One . 228 
Two 24.5 
Theres 16.9 
hive 2.2 
Six to Nine 10.3 
Ten to Fourteen 29 


No Answer Don't Know, 110 


4. A 2Apage dealer-help booklet. 
featuring television sets, was mailed 
for a manufacturer of quality radio, 
-V. and phonograph sets. A survey 
was made to determine reader identi- 
fieation of the local dealer. 


The survey covered 1.200 homes. 


divided equally among the area mail- 
ing lists supplied by four dealers 
located in widely separated parts of 
the country. A tipped-in dime was 
used to introduce the questionnaire 
and a copy of the booklet without an 
imprint was enclosed, The return rate 
was 48 per cent. 


Of the 576 respondents, 64.8 per- 
cent indicated that they remembered 
receiving the booklet. Twenty-seven 
per cent of this group said that after 
looking at the booklet, they had kept 
it for future reference. More than 
half of those who recalled the mailing 
were able to supply the name of the 
dealer that had been imprinted on 
the original copy of the booklet they 
rec ei ed. 

Incidentally, another example of 
the use of research applied to direct 
mail advertising was a second survey 
made for this manufacturing concern 
Its purpose was to determine the best 
way to utilize auto owner registration 
lists in its mail advertising by finding 
out the relationship between auto 
ownership and ownership of the man 
ufacturer s expensive instruments. The 
questionnaire was sent to 2.000 people 
selected at random from holders of 
the company's warranty cards 


Since the rate of return had to be 


high on this survey to warrant 
statistical conclusions, a 25-cent piece 
was attached to the letter, and the 
questionnaire was a reply postal card 
with just two questions. Seventy-three 


per cent of the 2.000 persons replied 


These replies showed that there 
was a definite correlation between 
auto ownership and ownership of the 
manufacturer's product. Automobiles 
were owned by 04 per cent of the re 
spondents, against the national aver- 
age of 70 per cent. In addition, the 
more expensive cars Buicks, Cadil- 
lacs, Chryslers, Lincolns, and Oldsmo- 
hiles 
by these people than could be expected 
in a random sample of car registra. 
tions. Chevrolets, Fords, and Dodges. 


were more frequently owned 


among other makes, were less fre- 
quently owned This study resulted in 
an offer by the company to its dealers 
to use the highly selective lists in sub 
sequent mailings. 

These “case histories” and many 
others like them provide us with a 
basis for predicting results in direct 
mail campaigns. Readership varies on 
kinds af mailings, but there is no 
doubt that people read and remember 
dealer-help direct mail advertising 
and identify it with a local dealer 
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A NEW MONTHLY FEATURE 


. UPGRADING LETTER COPY 


H ERE is A LETTER attempting to 
sell ham. It does such a poor 


job most anyone in direct mail will 


know how to improve it. 

There are fifteen or twenty points 
where this letter violates good sell 
ing principles. There is no need to 
detail them aside from one comment 
The reader presumably is interested 
only in ham... the writer seems to 
be interested mostly in pigs, and the 
more bloody aspects of preparing 
them as food 

However. there are a few good 
thoughts in the letter than can be 
developed to do a selling job. Today 
we buy food on faith. Faith in the 
supplier to give us pure, unadulter 
ated, wholesome food. In the super 
market this has been accomplished 
by factory pac kaging and the use of 
brand names. A brand name is the 
symbol of the integrity of the manu 
facturer. It says. “You can buy this 
product with confidence because John 
Jones makes it.’ We buy food, and 
many other things, because we be 
lieve in the man behind it. 

This is an important point in sell 
ing anything by mail. We cannot 
se, taste or feel the product before 
buying so we must have complete 
confidence in the seller. The rewritten 
letter tries to establish his com 
petence in the mind of the reader, 
tries to make a man you can trust 
out of him. While doing this we can 
not neglect the product. It must be at 


least as good as the man who is sell. vo #et 

ing it. 
Since | am concerned at the mo 

ment with the letter only | will not = 

comment on the letterhead and order 

blank . - except to say they need 

revision alse. 


Reporter's Note: This is o new department 
in The Reporter, if you all like the ideo 
it will be continued indefinitely. Pau! 
Bringe of Mil ke Dustl Brush frome, 
member of the DMAA board of directors, 
hes agreed to tackle the difficult job of 
toking one letter each month, criticizing it 
ond then (hold your hets) rewriting it. Both 
Paul and this reporter realize thet we ore 
laying ourselves wide open to recriticism 
We hope those who are criticized won't feel 
hurt for we really went to be helpful 
m upgrading copy 


OCTOGER, 1956 


rien 
he 
te 
er e ar ee re 
t er ce tee 
he i ed ds Se 
«i Re See de an 
The so the then pant tery 
e ar ane Que hed ne ha ene 
the fe on er n Pe 
co ‘se See ‘ 
‘ < Chor 
‘ 
d 
fies 
\ 
were ne y to nae une gert* cow a 
poet juet* nee °F wo ue \e am 4t ¥* une at 
nit secre’: we just vent gn 
now a0 ** ont pet ore ne vent w 
wnat learned om i've paces som of om 
core” y * gai 1s pean” sen’ * just 
ent tor une * qos gen’ ‘ ry 
not it ine tw wart? op ? » * f 
nee * ue exper ne nae wii ve 2 
in ot nes’! popete om * in * 
t o ge = ot * gr’ 
my 
con vr we 


FUND RAISERS... 


Here's a new 
list service 
designed 
especially 


for you. 


Now, executives of nonprofit organ 
izations can secure all their fund-rair 
in and public relations lit needs 
liom ofe source 

We have the facilities and the nw 
tiomwide connections to service all 
your direct mail fund-raising, promo- 
tien and public relations lit needs, 
regardless of type or quantity 

This new and complete list services 
is made possible through our 30 odd 
years experience in direct mail fund. 
and public relations work, This 
experience alone is a very real bene- 
it te you 

pay you to investigate this 
julized service, Ack me, by mail 
or telephone, how my liete and list 
services can help you raise more 
money 


% >» WILLIAM M. PROFT 


ASSOCIATES 
FUND RAISING LISTS 


589 MAIN STREET ORANGE W. i. 


He pass lnvites you 
to confer with her end her creative steft for 
ALL your direct mail projects. One-piece or 
@ campaign written and produced in her 
modern plant Custom-made direct mail with 
slanted copy 


repass letter service 
29 Wabash Ave CE 64-4056 Chicago 3, 


SC/SSORS-T/P 


The mest convenient and the quickest way to 
produce smart printed promotions is to use 
the Clipper Scissers-Tip wey. Free sample 
copy, yours te use, no obligation. Address 


Box 806 W Peoria, Illinois 


s |he Perfect 
LOW-COST 


Addressing 
System 


DEVE LOPE O 
exp. roll, |jumbe printed plus 
FREE extra set prints — only 50¢ 
($2.00 valve). Write for FRtt 


My Mail Order Day 


By Jared Abbeon 


A‘ OLD FRIEND came into my office 
the other morn and said, “Jared, 
What happened to you? Your column 
used to sparkle with wit and humor. 
Always good for a laugh, 
when you were taking a swipe at the 
motherless crew who fatten on the 
would-be-mail- 
order-operators, The last couple of 


even 


bones of innocent 
months you have been just plugging 
away at “How To” 
stuff but no laughs.” 
By way of answer | handed him the 
copy of Business Week | was reading 
and pointed out an article entitled 
“It's The Tyros Who Go Broke” 
with such statements based on Dun & 
Bradstreet as “Half of all reported 
business failures are concerns that are 
only five years old or younger, and 
that 00 per cent of the failures can 
definitely be traced to inexperience.” 
And | told this friend, “I am not 
the oldest codger in the mail order in- 
dustry, but P've gone from a hair cut 
every two weeks to every four weeks 


themes. Good 


in this game. Some of those sparse 
shorn locks are sprinkled with grey. 
and I'm still taking money out of 
every morning's mail six days a week 
profitably. It has cost me liter- 
ally tens of thousands of dollars to 
make my mistakes, and | am still mak 
ing plenty but | rarely make the 
same mistake twice. And | pay for 
those mistakes out of the profits from 
the correct ‘guesses’ based on what | 
have learned. So if | can pass on some 
of what | have picked up along the 
way mavbe D & B can cut down a wee 
bit of the 90 per cent of failures in 
the M.O. field caused by 
em 
So clamping the butt of my dead see- 
gar tight between my teeth, and put- 
ting my toughest scowl on my face, 
I'm going to go on pounding this 
typewriter with more “how to” advice. 
Now if you are looking for some nice 
easy slop on ‘How To Make A Mil- 
lion—Fast,” do yourself a favor: Can- 
cel your subscription now and take 
your money down to some nice friend. 
ly race track and bet in on the horses. 
You won't make a million there either 
but at least you will get a fast run 
for your money and you will get some 
fresh air and sunshine. No Sir, of 
Madam as the case may be, this advice 


is coming from a man who started in 
this game as a smooth-faced innocent 
lad and still doesn't shave. Nope .. . 
| hammer in the whiskers with a ham 
mer and bite ‘em off from the inside. 

In the last couple of columns we 
have covered How To Locate a Prod 
vet, and How To Start Merchandising 
It by Publicity, Now let us continue to 
feel out ways of exploiting our prod 
uct: 

There are many ways of testing a 
product .. . space advertising, radio 
TV. billboards, match book covers 
ete. Within each of these major meth 
ods are hundreds of variations and 
thousands of formats. The way I like 
best for most products is direct mail 

note that word MOST 
ucts are better for another media . . . 
but I like direct mail for most prod- 
ucts because direct mail is a RIFLE. | 


Some prod 


can aim it in the direction | want and 
put in just enough sales appeal ammu- 
nition to hit my target right between 
his eyes. | can use a pop-gun size test 
or a vigorous bombardment (just fin 
ished planning a campaign for an out- 
fit that called for a letter a day to a 
long visit of prospects for 30 straight 
days). And I can plan these tests to go 
out fast or slow. The results come in 
reasonably fast 

Let us get one thing straight: Direct 
but the biggest and 
toughest thing to learn in mail order 


is patience. To an outsider ramroding 
a big campaign into shape, it looks 
tough. Phoning the photographer, ar- 
guing with the artist, blasting at the 
what 
corner of paradise is reserved for 


printer (1 sometimes wonder 
printers to compensate for the abuse 
they take on earth), pleading with the 
letter shops to get another ounce of 
sweat out of the ladies who pound 
their typewriters. 

All these look uleerous . .. but you 
are not getting them. You are dishing 
them out. No, the tough part is when 
you are sitting at your desk with your 
feet up waiting for the omens and por- 
tents to signal the go-ahead sign. Last 
year | held up a mailing of 50,000 
pieces for three months (with every- 
thing paid for and the merchandise 
sitting in the warehouse to fill the an- 
ticipated orders) until | saw an item 
in The Wall Street Journal that told 
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CUT YOUR 
MAILING 


COSTS! 
WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—aleo designed 
for general purpose tying of bun- 
dies in any sequence up to 6" high 


without adjustment. Adjustable 
legs and casters available at a «mal! 
additional cost 


All SAXMAYER tyers are noted 
for SAFETY sutomatic releases 
where needed; SIMPLICITY all 
working parts are interchangeable ; 
not only attractive in appearance 
but EFFICIENT fully auto- 
matic, speedy, firm, non-slip ties 
economical in twine and time. Let 
us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 


it. Write ux for details and litera- 


ture 
DEPT. A 
BUNDLE TYER CO. 


NATIONAL 


Blissfield, Michigan 


— 
Liggett 4-7203 


me that the folks who were due to re 
ceive this mail were now getting into 
a buying mood after a prolonged dry 
spell. Out went the mail, in came the 
orders .. . then full steam ahead on 
the 200,000 additional pieces that 
were waiting at the printers. 

The big thing in direct mail is not 
the format. Testing and common sense 
will tell you if a posteard or classical 
formula (letter, brochure, order 
blank, and return envelope) is indi 
cated. Copy is important but still not 
the No. | thing. A change in headlines 
may up or lower a percentage, a pay- 
ment plan versus all cash may be a 
deciding factor. But experiment will 
again find these things out. As for all 
the garbage written over the years, 
pink stamps versus green stamps, vel 
low envelopes, the phases of the moon, 
and the influence of sunspots. Well, it 
may in time separate a little more 
wheat from the chaff so your wife can 
wear mink instead of muskrat. But for 
now, leave all this hog-wash be. 

No, the big thing for now is Tit 
rancer. In direct mail, the target is 
your mailing list. It doesn’t matter 
what caliber gun you fire. If it isn't 
pointed at the proper target it is 
wasted, One night during the war, the 
Japanese fleet poured thousands of 
rounds of tremendous caliber shells all 
over the jungle at Guadaleanal. Any 
one of those 18” shells could have 
sunk a battleship. They killed one man 
in my company. A short time latter 
one small Japanese field piece with a 
crew of 4.0r 5 men knocked out three 
of four of our tanks with direct aimed 
hre. So pick your target and aim di 
rectly at it. 

There are three major sources of 
mailing lists: You can rent them. You 
can buy them. You can compile them 
vourself, 

For renting a mailing list, | suggest 
you go to a reliable list broker. Ask 
for advir © These folks do not make 
money on short run tests, They are ex 
tremely interested in seeing that you 
get the proper lists to test so that they 
can make a profit on your coming 
back to run the whole list. Even if 
your tests on rented lists work out, 
don’t kick the baby out of bed by 
plunging everything on a complete 
run. Take another bigger bite. It is 
not unheard of that an unscrupulous 
renter will supply his best area, or 
latest customers for a test and throw 
in aged names for the run. Still your 
list broker knows what lists have paid 
out for similar propositions to yours. 
Listen to him or her. 

You can buy a list. There are any 
number of list houses who will either 
“compile” a list or sell you a list off 
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specialist in... 


COLLEGE 
_NAMES 


STUDENTS 
1,150,000 by class 
\ - home and school 
addresses 


/ 
/EACULTY 


66,000 by subjects 


When you want to contact 
today's or tomorrow's 
leaders call us 


COLLEGE BUREAU 


41 East 42nd Street 
New York 17, N. Y. 
MUrray Hill 7-4214 


TYME WILL TELL 
How fo do it economically! 
Your direct mail money 
will go a long way 
if you find out our secret, 
* so call today! 


LETTER SERVICE CORP. 


A COMPLETE DIRECT MAL SERVICE 


COlumbus 56616 


MAIL ORDER LISTS 


136 W. S2nd St, N.Y. 


Broters 
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HAS A 
PLACE IN 


YOUR NEXT 
DIRECT MAIL 


CAMPAIGN 


naturel color repro- 
ductions made only by Colourpicture. 
has won the Lithographers National 
Association Award for 3 straight 
years, Plastichrome” Products in full 
“living” natural color include: 
Postcards and Cords 
Jumbo Sine Self Mailers 
Broadsides —Brochures— Stuflers 


They are competitively priced 
and unequalled for quality 
Colourpicture service assures 
prompt delivery to meet exacting 
schedules. Complete design facil 
ities, backed by Colourpicture's 
years of experience and know- 
how, are available 

Write ter complete intermation, samples, 

and priest 

Remember, there lt no direct mail pred 

wet just a8 good as Plestichrome 


HERS. 
yee 
covourrict 


400 » 


Me 


“Drey's Selected” Mailing Lists 
are 


"QUALITY IN 
QUANTITY VALUES” 


To reach responsive prospects 
vse “DREY’S SELECTED INDI 
VIDUALS OF ABOVE AVER 
AGE INTELLIGENCE, CULTURE 
AND OR INCOME.” 


Mailers get “Quality in Quan 
tity Values” every time they 
mail and use the lists 
Write at once to find out why 
mailers use “DREY’S SELECT- 
ED” Mailing Lists for consistent 
and continuous results. 
Vember 


National Council 
Weiling List Brokers 


WALTER DREY, we. 


Brokerage © Compilation © Research 
257 Fourth Ave, Mew York 10. 
ORegen 4.706! 

333 NM. Michigen Ave, Chicago |, itt 
Financial 6.4160 


the shelf. Some are old “reliable” 
houses, some are newcomers. Most of 
the “off the shelf” houses go on sell- 
ing the same uncorrected lists year 
after year with the label houses being 
perhaps the worst offenders. Any 
“compiler” will tell you this, As for 
the compilers they will cheerfully sell 
you a compilation if they can get it 
from an easy “source.” But for a real 
compilation of a difheult list, very 
few will even consider such a thing. 

| once walked into the compilation 
room of a very large and well known 
list house. The dates of the directories 
the girls were working from were so 
old that | almost gagged thinking of 
the percentage of nixies that must be 
in them. Still, when you are stuck, 
you must resort to list houses. No mat- 
ter how many sources of names you 
know, they may know of some others. 
Recently | did a $3,300 job for a mail- 
er that depended on the accuracy of a 
list of 2,000 names, One compiler of 
whom | have heard a good report or 
two said he wouldn't touch the job. 
Had too many tough jobs on hand. So 
| turned to an old house who assured 
me of their care and list resources. 
The client ripped out his hair when he 
got back 17 per cent nixies on this 
list from an industry with about a 5 
per cent turnover a year. Lucky for 
me that he also got a 25 per cent re- 
turn of reply cards asking his sales- 
engineers to call. 

You can compile a list yourself. 
This may be your best bet. Almost 
every industry in this country issues a 
directory. There are a number of di- 
rectories that list these directories. 
The two | find most valuable are The 
Market Data & Directory Number of 
Industrial Marketing (Published by 
Advertising Publications Ine., 200 
East Illinois Street, Chicago, Hlinois. 
Priced at $1.50 or included with a 
well worthwhile subseription to /.M. 
at $3.00): Guide to American Direc- 
tories jor Compiling Mailing Lists 
(B. Klein & Company, 27 East 22nd 
Street, N. Y. 10. N. Y. Priced, if I 
remember correctly, at 310. and worth 
it. 

For lists of individuals it is good to 
remember that many of these direc- 
tories carry the names of officials. A 
man who occupies an important po- 
sition in a company most likely has 
money to buy whatever he desires and 
is used to purchasing. Some direc- 
tories like Standard and Poors carry 
home addresses. S & P's has the home 
address of some 60 or 80,000 top 
men in the country. Some societies 
will release lists of their members. 
The best list of Scientific and Techni- 
cal Societies and Institutions that | 
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servicing your jobs 
If extra fast service 
is what you demand, 
telephone us quickly 
* our staff'is on hand. 


LETTER SERVICE CORP. 


We process advertising and sales letters 
Multigraph Mimeograph Offset 

assemble and mail them 

with your enclosures. 


22 W. Madison St. 


Chicago 2, Il 


FRanklin 2.8734 


FRIENDLY PROSPECTS 
BUY QUICKER 


Get on fret nome” terms with your let 
by using the Let's Hove Better Mottoes 
Association monthly direct mai! Wy 
right license exclusive by type of bus: 
ness and soles territory. Write for details 


GYMER—2125 E. 9th St., Cleveland 15. 
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— the last word in paper type for offset 
and electronic reproduction 


SETS EVERYTHING 


Anyone con set headlines and body 
text for ads, printed pieces of all kinds 


QUICKER, EASIER 


Presto Type comes on compact wooden 


type holders . . . aligns avtomatically 
to straight edge tabs overlap 
allowing special spacing for specic!l 
letter combinations no opaquing 


between letters required 


COSTS LESS 


Complete fonts from 
$2.50 to $12.50 
Has up to 62 different 
characters on a stick in 
pods of 50 each—3000 
cheracters in all 


WRITE FOR 
CATALOG Showing 
300 Type Faces 
PRESTO PROCESS CO. 


243 N. WATER STREET, ROCHESTER, N. Y. J 


ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 


book or write to The Elliott 


Addressing Machine Co., 
127 
39, Mass. 


Albany St... Cambridge 


know of published in a hard bound 
volume of some 370 pages by The Na- 
tional Research Council (National 
Academy of Sciences, Washington, 
D. C.). Once when | was pushing a 
product that would only appeal to cul- 
tured men making over $10,000 a 
year the members of one of these so- 
cieties turned out to be such a rich 
prospect list that a simple post card 
brought back an 8 per cent return 
check with order 

If enough readers request it, | will 
be glad to list about a dozen or two of 
my favorite lists that pull the best for 
me of the hundreds | have tried, 
Kither in this column or a special at 
ticle. It is only right lo point out how 
ever that a list that proves out for one 
product is often a dud on another 
product. 

The best list of all is always the 
people who have bought from you 
previously. | know this sounds like 
the old deal, “We only hire men with 
years experience under 30 years 
of age.” So, Gentle Reader, | am go- 
ing out now to test some mailings so 
I can get some customers to test some 
mailings to. 

Sound difficult? It isn’t really dith- 
cult-——no Sir—it is darn near impos. 
sible! But some of us are doing it 
every day. Join us. You may not end 
up smoking dollar seegars ... but any 
day the postman may blow his whistle, 
and that will be your signal to order 
a couple of boxes. eo 


READABLE 
COPY 


by Orville Reed 


Readers Like Word Game 
| N THE AUGUST ISSUER we invited 

readers to try their hands at copy 
using only one syllable words. As the 
saying goes, the “response was over- 
whelming”. There seems to be more 
interest in upgrading copy than we 
figured. Or maybe it was Henry 
Hoke’s offer of the Library for the 
best short-word item received. 

Whatever the reason, examples of 
simpler writing have been pouring 
in on me. Not just single paragraphs 
as we suggested, but entire letters 
have been written and most of them 
are darned good. 

Since entries are still coming in, 
we defer the awarding of the prize 
until our next issue. Now, we'd like 
to print some of these one-syllable 
word prim ipally to show 
what can be done, and also to de. 
monstrate that simple writing is ef- 
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Reed-Able Copy, continued 


fective writing. Following are some 
of the entries 


“Lip end ting in most short words” 


What's this you preach that claims short 


words sell beet’ Pray tell me sir, where 
will | find on earth those two bit words I 
need for that rare five spot thought? 

Hut you are right! There's lost of zip and 


ang moet short words, Yes, more so 
than in words that drip with goo as penned 
by those whe tread the dark, dank paths of 
times long dead, So let's not soar too high. 
ere we should miss our mark. Stay on the 
ground to keep in touch with man 

‘Tis true, my friend, there's much to say 
words that sing.” Lee 
Cireulation Manager, The Work 


Westport Road, Kansas City 11, 


for short, sweet 
(Lingery 
basket 


Missouri 


shert werds alone rob us of selling 


power 


“It seems to me to show a lack of wit to ask 
that only short words be used to sell by 
mail, Any grown man who can't take in 
words of over one syllable may not be «o 
bright as to know he needs what we would 
ell” Carol D. Silverberg, Circulation Pro 
Fairchild Publications, 


New York N y 


Manager, 
12th 


Ine. 7 


“De not ever use long words just to show off” 
“It you want your words to sell, use your 
Think 


Too much of what we read is bare of 


head first, then your pen then 


write 
There is no 


thought or does not ring true 


heart in it, of no gute. Mere words can be 
Cheap talk rolle off the 


like rain off the back of a duck or goose or 


quite dull mind 


gull. De net ever use big words just to show 
off, but use big or small words if they tell 
what you mean and leave no doubt in the 
minds of those whe read what you have set 
Think fret 


tlown think deep, and you will 
word and phrase that will make 
those who read buy what you have to sell 

Maxwell Sackheim 


5) Madison 


and be glad they did.” 
Maxwell Sackheim & Co. Inc 
Ave., New York 22, N.Y 


IDEAS for your direct mail campaign! _ 


Postalgrom 


one 
vy 


quest 
ver 
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“Know your stuff before you write” 
Know your stuff before you write. Think. 


Think hard 
Short words or long words, the thing ix to 


Then put it down 


hit the nail on the head. De it and you get 
Don't de it 

Turkel 
135-198 North Lith 


what you want and where 
will you H 
The Multex Company, 


St.. Brooklyn 11, N. Y 


secretary, 


Entire letters using only one syllable words 
“You bought one, and you must like it-—for 
we did not get it back. That is why we hope 
you have told your friends, too. You know 
that GLOBE Word Stamp you bought from 
us a few months ago 

“You found out it does save time—it does 
save space —it does all we told you it would 
The price was right, too—just two bucks 
for ONE stamp with TWELVE lines 
“Twelve stamps with the same lines would 
cost about twelve bucks «0 you can «ee 
what is saved 


They will like 


your 


“De show it to your friends 


it too, If we knew the names of 


friends, we would tell them—but since we 


do not, we hope you will 
bank thanks you my 


THANK 


and Thanks once 


“I thank you-—my 
help thanks you. WE ALI 
‘Pass out the 
Bill Zipf, Proxy Enterprises, 109 
Richmond Hill 19, N.Y 


Oth Ave 


"Good, Mr. & Mrs. Jones 
You bought a new home! 
know’ Well, it was in the 


news, and that’s the kind of news we read, 


“How do we 


of course 

“To buy a home ix to buy peace of mind 
but even more it means joy and pride 
for you for years and YEARS 

‘We are Proud of our skill to 


move folks with a care that does not dull 


proud, tow 
the joy of a new home. We know that it 
costs to close a house deal, so we are proud 
that our rates, too, will add to that joy 
“If you will fill out the post card, we will 
phone our low cost to put you in the new 
home. You may be in a rush if so, just 
phone us and we will quote our rate then 
and there 
We hope to move you 
Call Ball to Haul” 

lr. H. Dudgeon, 24 Northridge Road, Co 


lumbus, Ohio 


Ne 


lette, 
*rhead re 


Tip 


Postalgram self morier 


hos “built-in” reply cord 


yours, 


Does it in Rhyme 
Most of those who write to sell 
Find that 


Find such words have much more force, 


short words serve them well 


And so they have more pull of course 
Lots of folks don't “get long words 
Se keep the long ones ‘for the birds.’ 
To make your «tuff ‘get through’ and click, 
Leave out long words that jam and stick 
In short, to make it clear as glass, 

Use plain, brief, words that ‘reach’ the 
mass.” 

Gerard ( Delano Studios, P. O 


Box 665, Denver 1, Colorado 


Delano, 


Single Syllable Advice 
‘Write plain words if you want folks to 
read them. The use of short words will take 


but folks 


won't spend much of their time or thought 


more of your time and thought 


to get your point You must write words 


they like to read. You can make them do 


what you want them to but you've got to 
know how.”-—-Clarke Stout 
Stone Straw Corporation, 900-922 Franklin 
N. Washington 17, D. ¢ 


Sales Manager, 


Reed's piece came to my desk ar I war in 
the midst of new prose that would sell 
CHARM to the hilt. Work took a halt 
Reed had 


month. It was far from a waste of time 


while | read what to say this 


Why not try to write as the man says? | 
read the work I had dene and put in short 
words to take the place of the long ones 
The prose was swift, the 


Here was a CHARM piece 
and to the 


Reed was right 
thoughts clear 
that was bright, tight point 
thanks to Reed and short words 


whe n Re ed's 


prose was not for 


am that piece 


‘How glad I 
came to my desk my 
VMADEMOISELLE [4 syllables! or LIV 
ING (2 syllables! For Young Homemakers 
14 syllables 

Shell 
Manager 
575 Madison Ave 


| as these words are too long.)” 


Scrence Subscription Promotion 
Street & Smith Publications, Ine., 
New York 22, N.Y 
makes sales. The 


To talk or 


write straight, one must have clear thoughts 


What makes sense 
birth of the words i* in thought 
To sell, one must think of how the words 
are to be used. Words move minds to act 
Words play a big part in sales. Choose them 


well. Sight, touch or emell may be short on 


3 direct mail ideas. together with 


3 
MAILOGRAPH 


39 Woter St., New York 4, NY. 


= 
— 
Lal 
ay 
Gal! 


punch. The right word ix the crux. Teo 
write a clear fact to win a friend 

search for the right words to state your 
ease. Thoughts gain strength in words. This 
strength, or style, shows your mark to be a 
sale. All sales charts thrive on that ‘right’ 
word for a boost. Think it out. Write it out 
Tear it up! Start over. The right words are 
hard ‘to come by’.”—Ed Sommer, The Som 


mer and Sen Company, 7 West Broad St., 


Mt. Vernon, N. 


If you write to be read, your choice of 


words must be clear. Big words prove little ; 


small words prove much more. Think right 


Write tight and then clam up. Your 
thoughts will have made sales sense. In a 
word, if you want to sell, choose plain 
words.” Bill Sears, 4026 Prescott, Dallas, 
Texas 


There goes my space. Lots of en- 
tries left. Maybe | can continue with 
one syllable items in future 
issues. Such as the swell example of 


word 


a complete letter using only one syl- 
lable words written by my good 
friend, M. W. Finkenbinder, Danuser 
Machine Company, Fulton, Missouri. 
Or paragraphs sent in by Joseph C. 
Koechel, Mail Promotion Director, 
Chain Store Age, 2 Park Ave., New 
York City. The letter submitted by 
Mel Rozier, Children’s Activities, 
L111 S. Wabash Ave., Chicago, Ili 
nois. And the selling sentence offered 
by James M. Spence, 319 Dell Ave., 
Pittsburgh, Pa.. et al. @ 


NEXT MONTH 


Harry Maginnis, executive director 
of the Third Class Mail 
Users, Washington, D. C.. will give 
you exclusive behind-the- 
scenes report on postal progress in 
the nation’s Capitol. Don't his 
provocative “Report From Washing 
in the November 


Associate 
another 


Issue 


ADVERTISING AND SELLING 


FLASH BULLETIN 


18 48TH NEW YORK 17,N.Y 


PHONE Elderede 50025 


Rates $1.35 per line 85¢ Situation Help Wanted Minimum 4 lines 


Address: Classified Dept 


The Reporter 


224 7th St. Gorden City, N. Y 


CLASSIFIED 


ADDRESSING PLATES 
SPEEDAUMAT—Zinc Plates embossed—-$35.00 
per M. 100% accuracy guoranteed 
POLLARD. ALLING-—-3 line proofed and linked 
$25.00 per M 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
in newspapers, trade 
Publishers 
Advertising Agency, 
33A, N.Y. LE 2.4751 


campaigns magazines, 


papers 
Martin 


Counsel 
iS 
Est. 1923 


service 


40 St. 


rates 


Dept 


EQUIPMENT FOR SALE 


BARGAINS IN MAIL ROOM EQUIPMENT 


ANDERSON WRAPPING MACHINES with 15 
foot conveyors——will fold and wrap anything 
from 16 to 152 pages, sizes 8 «x 10 to 
11 « 16 in production now-—we invite your 
inspection. Priced from $2500 to $7500 


MODEL 4300 SPEEDAUMAT WRAPPER AD- 
DRESSING MACHINE with postal permit and 
return address printer. Good as new at one 
third the cost 


PAPER JOGGERS a: low as $60 


SPEEDAUMAT HIGH BASE CABINETS 77 
drawer, with trays, locks. Good as new at 


one half cost 


ADDRESSOGRAPH Mode! 3400 Built special 
to cut addressing costs continuous feed 
extension delivery 24 position selector 


motor 110 volt. Good as new at 20% cost 


All machines in excellent condition some 
almost new. Bargain priced for quick salel 


Prince & Company, inc, 5435 W. Fort St. 
Detroit 9, Michigan, Telephone Vinewood 
2.4200 


HELP WANTED 


FOR OUTRIGHT SALE-—Mailing list of about 
7,500 individuals, uptodate addresses, geo 
graphically arranged, obtained by space ods 
and direct mail, with sufficient money for 
investments, gifts, other mail offers. For details 
write Box 101, The Reporter, Garden City, N. Y 


6 


CANADA'S BEST MAILING LIST 
275,000 live names on Elliott stencils 


Call your list broker—-TODAY 
or Tobe's, St. Catherines, Ontario 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
Constantly Corrected) 
Retailers Wholesalers Manufacturers 
Banks-Churches Institutions 
© Choice of 350 Other Lists © 
We Charge ONLY for Addressing” 
Usually Completed within 3 Days) 
Write for FREE Catalogue 


SPEED ADDRESS KRAUS CO 
48.0! 42nd St, Long Island City 4, N.Y 
Stillwell 4.5922 
LISTS 


REBUILT & GUARANTEED 


Addressograph Speedaumat Elliott Addressing 
Machines. Grophotypes Cabinets. Trays - Plates 
Frames. Mimeographs Multiliths Tying & Insert 
ing Machines “Hook-on” Tray Equipment. | Buy 
and Sell all Direct Mail Equipment 


James Eckstein 
326 Bwoy, N.Y. 7,N.Y HAnover 2.6700 


SITUATION WANTED 
Mailing and production. 17 yeors experience 
as contractor in mail sorting. Expert handling 
oll lit Box 102, The 
Reporter, Garden City, N.Y 


details maintenance 


TYPE FOR OFFSET 


Seve with FOTO-FONTS. Unit cost per font 
only 20¢! Easy to set and align-—-sherpest 
reproduction. Free samples and details, A. A 


Archbold, Publisher, Box 20740.K, Los Angeles 


Calif 


MAIL ORDER STRATEGY 


This new book by Lewis Kleid, prominent list broker, will tell you how 


22 leaders* in mail order insure maximum results 132 pages 70 
* Walker Mazel. Leslie Da Da Jobe } McKenzie, Pau 
‘1 M taugt j Howel lew Kile James Conn 
|W. Caneid A J Rotert Kutun “ Jamen Arthur 
bev ene Robert L. Fenton, Lawrence G ¢ Mase How Mayer J 


Tom MeElroy. Sackheim 


Send Order To: The Reporter of Direct Mail, Garden City, N.Y 


Bee 
‘ 
| 
|) Your message, story er 
eve cotching 211, 
to 
or 
+ 
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sort Faster...Collate Faster 


cuT cosTs 


.. with 


SORTKWIK 


NO MORE IRRITATING, CLUMSY 
RUSEER FINGERS OF UNSANITARY, MESSY SPONGES 


wan SORTKWIK 


So casy to use-— just apply to fingertips 
to create greascless, stainless, tacky film 
Pingers pack up papers easily, quickly 
One application is long lasting, Washes 
off easily, Non-irritating 

Time-tested by direct mail firms 
throughout the country to speed up col- 
lating and sorting 

Ai your stationer or send $1.00 for two 
regular size contamers to try out 


LEE PRODUCTS CO. 


Dept. 
2736 LYNDALE AVE 50. © MINNEAPOLIS 6, Mitty 


Mail Advertising 
Corporation of America 


handles (on schedule) more 
truly selective® consumer name 
direct mail than any firm 
in the country. 


Investigate Powerful 
*Select-O-Nomic 
Advertising 
for your next... 
National 
Regional 
Neighborhood 
Advertising Program 


435 North La Salle St. 
Chicago 10, Illinois 
SUperior 7-3785 
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problem is featured in a newsletter pub- 
lished by Sloan-Ashland Div. of Electro 
Engineering Products Co. The Sloan-Ash- 
land Div. specializes in developing mer- 
chandising promotions and publishes 
the newsletter for their clients. Because 
of the general information on mail order 
contained in this particular issue, the 
company is offering to send it free to any 
interested mail order operator. The news 
letter highlights some results achieved in 
mailing the same item (offer) to the same 
list and results obtained from various 
other lists. You can get a copy by writ- 
ing to Sloan-Ashland Div. at 205 W 
Wacker Dr., Chicago 6, Ill 
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“TYPE FOR ENVELOPE DE- 
SIGNS”, published by Columbia Envel- 
ope Co., ts a book every direct mail 
producer and user should have. In 100 
spiral bound pages, it beautifully illus- 
trates envelope styles, methods of dis- 
playing postal indicia, suggested corner 
card designs, etc. Also shows and recom- 
mends 54 type specimens for envelopes 

and samples a number of paper 
textures for envelope use. Business reply 
form ideas are also part of the contents 
“Type For Envelope Designs” is avail- 
able for $1.00 (and well worth it) by 
writing to Mr. A. T. Bermingham, Jr., 
president of Columbia at 2015 N. Haw 
thorne Ave., Melrose Park, Ill 
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A “PACKAGED” PUBLIC RELA- 
TIONS PROGRAM for individuals is 
being marketed by Culver Products Co., 
1630 Eastham Dr., Culver City, Calif 
The program consists of a “Sales Maker” 
kit containing 250 personalized cor 
respondence cards for cordial, friendly 
contacts. Cards cover anniversaries, apol- 
Ogies, birthdays, congratulations, thank 
you, etc. Each illustrated card is person- 


ally imprinted with name, firm and ad 
dress with 250 matching envelopes 
Also provided are 100 personal data 
cards for keeping records of contacts 


and their families. Another part of the 
kit is a booklet titled “Personal Public 
Relations & Publicity”, which tells how 
to develop friendly contacts, what to say 
in messages, etc. Price of kit is $17.50 
for the deluxe gift package, or $12.80 
for the salesman’'s utility kit in a plain 
box. You can get more details by writing 
to Culver Products for thei illustrated 
Sales Maker” folder 


PHOTO-LINE PROCESS is an art 
production development worth investigat 
ing. Mechanically converts photograph 
(top) into a line rendering (bottom). Joe 
Ramsey, sales manager of Warwick 
Typographers, Inc. (920 Washington 
Ave., St. Louis 1, Mo.) reports the aver 
age cost for Photo-Line conversions is 


j 


$20.00. Best photos for the process are 
those with good range of middle grays 
and a minimum of solid black areas 
Warwick is servicing customers in 40 
states, Canada and Mexico by mail. You 
can get complete information by writing 
to Joe Ramsey at the above address 


) SOME REALLY SENSIBLE RESORT 
PROMOTION comes from Strickland’s 
Mountain Inn, Mt. Pocono, Pa in a 
colorful folder designed and produced 
by the News Bureau, Henryville, Pa. At 
a single glance, the folder shows prospec 
tive guests each type of accommodation 
(in full color photos) with captions 
which tell size, appointments of the 
rooms and what they cost. There's no 
hunting on different pages to find rates, 
etc. Rates per day and per week are 
coupled with each room interior shot 
Reverse of the folder shows exteriors of 
the main inn and other buildings. A good 
job making it real easy for prospect 
to get the whole story quickly 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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SUPERTU 


COATED 


Wire 

for this 

idea portfolio 
containing 
specimens of many 
attractive jobs 
printed on 


~. equal to the 


finest enamel papers 
for precision 


4 color process printing 


SUPERTUFF is a tough, durable cover 
stock with a smooth, heavy coating on both 
sides for fine-screen halftones — letterpress or 
offset. Purity of white is laboratory controlled 
to assure uniform and faithful reproduction of 
color values. Takes high gloss and metallic 
inks, varnish lacquer, or lamination, 

SUPERTUFF is a perfect stock for catalog 
covers — annual reports — sales manuals — 
spec-sheet binders — point-of-sale die-cuts — 
menus, and self-mailers, Write for the demon- 
stration portfolio. 


the APPLETON COATED PAPER COMPANY 


1250 N. MEADE ST. 


APPLETON, WISCONSIN 
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@ How to find overlooked profits in your mailing lists 

@ How to start 

@ The right rental rate for one-time addressing to your lists 
@ Added income for you yeor after year 

@ Why your names won't be copied 

@ Your questions onswered 


MOSELY MAIL ORDER LIST SERVICE, INC. 
Dept.RG 38 Newbury Street, Boston 16, Mass. 
Okay Jim, please send me my new FREE COPY of 
your 10-page Book “HOW TO DOUBLE YOUR 
NET PROFITS FROM YOUR MAILING LISTS". 


Shows you how fo turn your 
mailing lists into extra dollars 
quickly and easily 


NOW — here's how you can make more money from 
your mailing lists. Your name, on the Coupon below, 
will bring you FREE this profitable new Book 
by Jim Mosely, nationally known mail order list 
consultant 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES 
gathered from 20 years of successful mail order list 
It explains the easy MOSELY way of 
obtaining substantial extra net profits year alter year. 


exper 


It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelopes 
tor MOSELY Volume Mail Order Seller Clients (who 
don't compete with you) . 


You can read this Book in only 10 minutes... and 
proht month after month... year alter year. Tear 
and mail Coupon below TODAY for your FREE 
COPY of “How to Double Your Net Profits from Your 
Mailing Lists.” No obligation. 


CAN YOU USE MOSELY CHECKS? 


Md Lent 


ny AM ORDER ICE ine 
SECOND STATE STREET TRUST COnmany 


MAIL ORDER LIST SERVICE, INC. 
Mail Order List Headquarters 
COmmonwealth 6-3380 38 Newbury St., Boston 16, Mass. 
«Mosely sends the checks” 


CHARTER MEMBER, NATIONAL COUNCIL OF MAILING LIST BROKERS 
20th Anniversary 
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